














Demonstration Sells Tape Transcribers 
Don’t Neglect “Envelope Advertising” 


DAVIDSON 





FASTEST SELLING TOP QUALITY LINE! 


ACE STAPLING EQUIPMENT is, indeed, the fastest 

selling top quality line. That’s why alert 
dealers, the world over, feature, display, and push the ACE SCOUT NO. 2m 
sale of ACE Stapling Machines and Staples. They Top quality at low price 
know that this is the ONE complete line they can sell Loads 105 Ace Scoy 
with confidence. Full stapling satisfaction is assured. Staples No. 200. 
For more than a quarter century a// ACE Stapling 
Equipment has been made with watch-like precision 
from the finest materials, yet is so rugged it will last 
for a lifetime! You can depend on it for fast, profit- 
able repeat business. 

SOLD THROUGH DEALERS EXCLUSIVELY 


ACE STANDARD NO. 102 
Famous for endurance. 
Gives perfect lifetime per- 
formance. Uses Standard 
size Staples. 


ACE STAPLE REMOVER 


Snaps out staples quicker, 
easier. Millions now in use. 


ACE STAPLES 


, have highest tensile pene- 
trating strength. Fit all 
standard Staplers. 


ACE PILOT NO. 402 


also tacks. 


~ . , l ; - Staples and pins. Loads 210 
f Py > a= a Standard size Staples. No. 404: 

< 

N ) 


PF 
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ACELINER NO. 502 ZA + Xe. Oo ACE CLIPPER NO. 702 


Hand fastens, staples, pins, a Stapling Pliers ideal for florists, Gry 
tacks. Loads 210 stenderd : ’ eS ; Qo “ : cleaners, stores, schools, factories, 
y/ 


Staples. offices. Loads 210 Ace Clipper 
Wy“ 


Staples No. 700. 








IN CANADA: CANADIAN STAPLES LTD., 6705 UPPER LACHINE ROAD, MONTREAL 28 * 258 WALLACE AVE., TORONTO 
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This advertisement 


April 1 and Bwaragme April 13 


WILL SELL MORE MONGOLS FOR YOU! 





MONGOL ...the pencil that writes 16,230 words* 


ask for MONGOL by name. Try one today—at 10 
better stores everywhere. 


No wonder 88 per cent of America’s writing is done with a 
woodcased pencil, and no wonder MONGOL is America’s 
favorite. Pencil perfect at both ends: a strong, smooth 
writing lead that keeps a keen point longer . . . topped 
by the famous PINK PEARL quality eraser that corrects 
mistakes in a jiffy. It’s America’s greatest pencil value, so 


Star Plastic Cleaner « "6587 & Singlex E Erasers * Colorbrite » Pink Pearl Erasers « Rubber Bands « "Tear out this advertisement © write in on your company ——— for a free — 


EACH 
SINCE 1849 


EDERMARD FABER = 


WILKES-BAR PA. ° TORONTO 


Trademarks Reg. U. S. Pat. Of. 
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DEAR 
READER 


Demonstrating an article you are 
selling, especially if it takes place in 
the client's office, is considered one 
of the most effective of sales clinchers. 

Many of the larger office machines, 
unfortunately, are too difficult to carry 
about for impromptu demonstrations. 
This sales technique is easily applied 
to the portable dictation-transcribing 
machine. 

An Allentown, Pa., dealer, Royal 
H. Eckert, has achieved phenomenal 
sales success with this type of ma- 
chine by staging immediate demon- 
strations with the magnetic tape trans- 
criber he carries with him. His story 
is told on page 18. 

For items which are too bulky to be 
demonstrated easily, a factor which can 
aid your selling effort if properly ex- 
plained is the guarantee. To make 
proper use of this sales aid, you must 
understand the advantages and pitfalls. 

“Don’t Overlook Guarantees’’ begins 
on page 26. This article deals with 
both the manufacturer's warranty and, 
more important, your own guarantee 
to the customer. 

Another article I'd like to call to 
your attention starts on page 20. It 
concerns the use of the white space 
on your regular business envelopes 
to put an additional advertising mes- 
sage across. With each mailing you 
send out, the envelope can do a selling 
job for you before it is ever opened. 

The April issue of MODERN StTA- 
TIONER and OFFICE EQUIPMENT 
DEALER will be our annual greeting 
card issue. During the past months 
the editorial staff has been busy com- 
piling a complete listing of manufac- 
turers and suppliers in this vast seg- 
ment of our industry. I’m sure you'll 
applaud these efforts when your issue 
is delivered. 


Bek Reh 
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MODERN STATIONER and 
OFFICE EQUIPMENT DEALER 
Washington, D. C. 
February 15, 1°57 


The odds on passage of the President's school construction aid program, 
which would expand the school supply market, are now figured at about 50-50. 








The integration issue is again proving to be the main stumbling block, 
as it was in the last Congress when the first bill was killed. 


Proponents of the $2.2 billion program expect the House to adopt once again 
the controversial amendment forbidding school aid to states not integrating 
school systems. They hope, however, that the Senate will knock out the amend- 
ment and that it will stay out in the subsequent House-Senate conference. 


Even without enactment of the legisiation, there will be a steadily 
rising outlet for school supplies of all kinds. The Department of Welfare 
says that enrollment in public schools has increased about 5% million over 
the past five years to a peak of more than 32 million today. Enrollment 
will increase by an additional 6 million pupils over the next five years, 
according to Welfare Department estimates. 








Elimination of the so-called basket clause in the Internal Revenue Code 
provisions covering the retail tax on luggage and related items and its re- 
placement by a specific enumeration of the articles covered is now pending 
before the House Ways and Means Committee as a result of an expected recom- 
mendation by its Excise Tax Subcommittee. 











Under the subcommittee proposal, two types of items formerly tax exempt 
would be included under the ten percent retailer excise, These are ring 
inders and briefcases made of other than leather or imitation leather. 


At present, only binders and briefcases made of leather and imitation 
leather are taxable. Those made of plastic are not. 


Except for the additions, enactment of the recommendations proposed by 
the subcommittee would not make much difference to retailers in most areas. 
The majority of the articles specified are already taxed under Internal 
Revenue Service regulations. The interpretations, however, sometimes vary 
among the Internal Revenue Service districts. 








The subcommittee wants to make these items specially subject to the 
retailer tax: wallets, pass cases, key cases, garment bags, hat boxes (when) 
Suitable for traveling, brief cases, binders, salesmen's sample cases and kits, 
fitted cases and accessories, tie cases and all types of suitcases and trunks. 





Extension of ihe Fair Labor Standards Act, which prescribes minimum 
wages and maximum hours to retail store workers, is again getting attention 
in Congress and in the Labor Department as a result of the President's 
request for broader coverage of the Act. 











The Labor Department is presently making a study to ascertain the impact 
of the minimum wage on retailers to be presented to Congress later in the year, 


It is expected that the Labor Department will advise a gradual approach 
that would extend the present $1 per hour minimum to larger stores during this j 
Congress and continue the exemption for small retailers pending further study. 





More than a score of bills have already been introduced to boost the 
minimum wage to $1.25 in line with the AFL-CIO program. Action is unlikely. 


Tax treatment of delinquent installment accounts has attracted the 
attention of the Excise Tax Subcommittee. The group said that it believed 
retailers were largely unaware that "under existing rulings, where a retailer 
sells installment accounts for a small percentage of their face value because 
he regards them as largely uncollectible, he becomes liable for the full 
amount of tax still due at the time of sale, 





"However, if the retailer, instead of making the sale, had retained 
a collection agency to attempt collection in return for a commission, the 
retailer’ would be liable for tax only with respect to the gross amount that 
was collected on the installment accounts," 


The growing trend of the grocery supermarkets to sell everything under 
the sun in competition with many specialized stores is running into an 
obstacle in many shopping centers. 











These centers are adopting the practice of restricting what the super- 
markets may sell, in order to protect their other retail lessees. Some hold 
supermarkets to a percentage of floor space which may be used for non-food 
items, while other shopping centers specify a long list of non-food articles 
which supermarkets may.not handle at all. 


Those retailers who have been charged the manufacturers' excise tax on 
pocket-sized pencil sharpeners or pencil pointers designed solely to point 
the lead in drafting pencils will be free of the charge in the future. 











The Internal Revenue Service recently ruled that those items are not 
subject to the excise. Still taxed as business machines at the manufacturing 
level, however, are pencil sharpeners which fasten to desks or tables. 


The Administration's financial experts are becoming more pessimistic 
than formerly about the chances of any tax cuts. Budget Director Percival 
Brunage recently told the Joint House-Senate Economic Committee that he could 
not forsee any possibility of a tax cut in the next three to five years. 
Secretary of the Treasury George Humphrey told the same group that there was 
little hope in sight. 
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The Koh-I-Noor Pencil 
Company offers the ‘Koh- 
Liner — a new device that 
is claimed to enable anyone to 
draw parallel lines, precisely 
spaced cross-hatching and 
shading quickly and without 
effort. 
A push-bottom increment 
advance mechanism obtains 
the accuracy. The straight edge may be set 15, 30 and 45 degrees 
from the horizontal. 


Telephone Pen Set 

The Tel-O-Pen is a desk set 
in Tenite, the same material 
as that used in the new color 
telephones. The eight shades 
exactly match the colors of 
the phones. 

Priced to retail at $2.95, 
Tel-O-Pens are distributed by 
E. Errett Smith. Master or 
Standard silver-lined refills in 
black, blue, red or green, come with medium or fine points and 
retail for 49c. 


Typewriter Desk 3 


Northwest Metal 
Products Company 
shows their double 
pedestal desk with 
the elevator  type- 
writer device. 
This desk, from 
the Regent line, 
contains the “V” 
expanding letter 
ta drawer. The tops 
are made of high-pressure laminated mar-proof plastic bound with 
plastic aluminum trim. 


Textile Paint 4 
New “Dec-O-Fab” water base fabric paint enables anyone to 
paint or print wash-fast decorations on any textile article. 
Manufactured by Craftint, the paint is washable, sunfast, 
resistant to dry cleaning and remains flexible. An assortment of 
five one-ounce jars, plus extender retails for $1.95. 


Note and Bill Clip 5 


This gold plated “Key-Note 
Clip” is the newest item in 
the line by the Lindenware 
Company. 

A smartly designed conver- 
sation piece, it is useful and 
decorative. The clip can be 
used on desk or wall as a note 
and bill collector. Gift boxed, 
it retails for $1. 
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New Typewriter 6 

The new R. C. Allen “Color 
Keyed” VisOmatic typewriter 
features seven different colors 
with three trim colors giving 
twenty-one possible color com- 
binations. 

The new “800” line is avail- 
able in numerous type styles, 
and from 11 to 26 inch cat- 
riages. 


Calculation Book 7 


“How To Calculate Quickly”, released by Dover Publications, 
is no collection of tricks, but rather a specific course prepared 
for adults that attempts to teach them the important skill that 
they may never have learned properly in school. 

This elementary book is designed to aid development of 
arithmetical skill among personnel to increase efficiency of an 
organization. 


Vertical Numbering CC TP 
Machine 8 my 
A new hand numbering machine for } 
vertical terminal digit indexing has been 
unveiled by Wm. A. Force & Company. 
Designed to meet the numbering re- 
quirements of the latest, open shelf 
high speed filing systems, the new 
machine is a further modification of 
the Paragon Hand Numbering Ma- 

chine. 


Chair Caster a 

The Stem-and-Plate Office Chair Cas- 
ter is one of the featured models in 
the recently introduced line of Master- 
Made casters. 

This model was designed for replace- 
ment in wood chairs that have en- 
larged and worn holes in the caster 
socket. The caster is quickly and easily 
attached by the use of two wood screws 


Self-Indexer 
Any card in the card file can be- new 
come a card index guide at guide SELF-INDEXER 
height by inserting the card into the 
new Aico transparent, plastic Self- 
Indexer. 
Introduced by the G. J. Aigner 
Company, the Self-Indexer uses a 
double lid at the top and a slot at 
the bottom to hold the card firmly, 
securely, and still permits entries to be made on the card with- 
out removal. It is available in four standard card sizes and 
special sizes can also be made. 





A Businesslike Approach to 
All Your Marking Problems! 


THE “CROWN LINE” OF MARK- 
ING DEVICES IS THE FINEST 
EVER MADE. Aggressive Dealers de- 

mand EXTRA QUALITY CRAFTS- 
MANSHIP « ECONOMY « EFFICIENCY 
FASTER DELIVERY « and HIGHEST 
PROFIT YIELD. These are the outstanding 
reasons why more prosperous dealers insist 
on the best... 


The LROWN LME!” 


THE GOOD NEWS IS OUT!...no 
other marking devices compare with 
the highest standards established 
and maintained by CROWN. 
Why not make it your line? 
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for 1957 
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R. A. STEWART 
AND CO., INC. 


80 Duane Street 
New York 7, New York 
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MEW PRODUCTS ......0.055 ae 


Record Case 


New additions to the Platter-Pak 
line of phonograph record cases by 
Amberg File and Index Company, 
include 10 and 12-inch cases to 
handle the LP ten and twelve-inch 
records. 

The new models feature a sturdy 
binder’s board case with double 
latch, lucite handle and a linen 
finish in sand, cinnamon or grey. 
Suggested list price for 10-inch 
model is $4.20 ($5 on the West 
Coast). Suggested list price for 12- 
inch model is $4.45 ($5.45 on the West Coast). 


Ten Key Adding Machine 12 


A new model ten key 
electric adding machine 
has been introduced by 
the Burroughs Corpor 
tion. 

Features of the me 
chine include newly de 
signed keyboard, greater 
operating simplicity, two. 

3 color ribbon, automatic 
spacing for tear off after totals and high operating speed. 


Pen Display 13 
All-Rite Pen, Inc., has created a 
new three-dimensional counter and 
wall display to merchandise 36 of its 
Standard ball pens at 29c each. 
The Pennant display is available 
with Standard pens that are trans- 
parent, solid or pastel colored. 





Combination Safes 14 

Among the new units introduced by 
the Mosler Safe Company was this 
combination safe offering increased te 
ord and cash drawer capacity. 

The two-in-one units feature a sted 
money safe for cash and valuables be 
low a “C” label record safe for recom 
storage. Both units are contained i 
one cabinet. 


Shop Desk 


A lock-equipped storage section 
is provided in this steel desk, de- 
signed for stand-up writing jobs in 
the shop. 

The new cabinet type shop desk by 
Republic Steel Corporation's Berger 
Division features sloping writing 
top, protective hood with pigeon 
holes and pen holders, a roomy 
drawer with flat key lock and 
formed footcaps for each leg. 
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GLOBE-WERNICKE FRANCHISE 
valuable 


They are part of a tremendous, ready-made market 
available to you as a Globe-Wernicke franchised dealer. 
There are hundreds of businesses and industries that 
know there is nothing finer than G/W office equipment; 
that each year, as their needs increase, purchase more 
and more G/W equipment. 


Why not start today toward building that important 
customer satisfaction on which a profitable future for 
your business rests? Now is the time to investigate all the 
significant advantages of a Globe-Wernicke Franchised 
Dealership. Write today for full information. A postcard 
may lead to an entirely revitalized business for you. 


remember . . . success depends on the strength of your line 


CINCINNATI 12, OHIO 





everything 


new & (iro 


fitable 


. about today’s ERASERS and 
ERASER SELLING 


for you and 
your sales force 


You'll sell MORE erasers just as 
soon as you appraise them in 
relation to pens, pencils, type- 
writers and other business machines 
—and in the light of today’s 
tremendous volume of paperwork 
in business, industry, schools and 
colleges. 


A good eraser must not only 
clean writing impressions and the 
papers on which they are written, 
but also itself! Rubber quality 
and textures must be best—and best 
suited—for a wide variety of 
erasing requirements. 


These are the reasons why you 
should send for, read, and profit 
from this new full color catalog 
on Weldon Roberts Erasers, 
World’s Standard for quality, ver- 
satility and volume sales. WRITE 
FOR YOUR COPY TODAY! 


WELDON ROBERTS RUBBER CO. 
365 Sixth Avenue, Newark 7, N. J. 


World’s Foremost Eraser Specialists 


No. 138 
BALL POINT 


No. 930 
ENSEMBLE 
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NEW PRODUCTS . 


Pen Sets 
Specially designed 
for banks, offices 
agencies and store 
and shops with custo. 
mer service counters 
the new “Jewell Fig 
ished” ball point per 
sets shown here hay 
been introduced fy 
Flo-Ball Pen Corpor 
tion. 
The bases are made of solid blocks of gleaming aluminyp 
finished in either gold or silver, and anodized. The ball pen 
feature the Mag-Ink cartridge and precision finished ball point, 





Electric Stapler 17 

This completely automatic stapling 
machine operates when the article to 
be stapled is inserted in the machine. 

Made by the Staplex Company, the 
machine works on a_ perfected sole- 
noid principle so that it is a single 
contact operation 


Easel Loose Leaf Binder 18 


A compact, top 
quality binder whe 
closed, the MecwMill 
an E-Z Easel Loos 
Leaf Binder open 

into a raised easel position for easy reading, presentation and 
copying. 

Bound in brown leather cloth, the binder is sturdily con 
structed and contains McMillan slide lock ring metals. In opened 
easel position, it props up at a desired reading angle automatically 


Typewriter Display 19 

To emphasize the lightness of the 
Olivetti Lettera 22, the sales cor- 
poration has developed this unique 
display rack. 

The machine is suspended from 
a metal wicket by a very thin wire 
which is almost invisible under 
store conditions. Thus the ma- 
hine seems to float in mid-air 





Photocopying Machine 
A compact photocopying 
machine, weighing 25 pounds 
has been added to its Het 
cokwik line of products by 
Hunter Photo-Copyist, Inc. 
The “Cub”, a combination 
printer and processor is said ® 
make an exact photo copy # 
any printed or written matefia 
in 30 seconds. It can copy material that is up to nine inches # 
width and of any length. 


(Continued on page 52) 
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atomatial COLOR REVOLUTION 
IN CREPE PAPER! 


Dennison’s color-modernization program is now complete. Dennison Flame- 
proof Crepe Paper is ready for your customers in up-to-date, modern colors. 


Top color consultants helped create this new look in crepe paper. They 
drew on the knowledge of leading stylists and designers. Never before in the 
history of crepe paper has such dramatic color-styling taken place. 





You know about the superior quality of Dennison Flameproof Crepe Paper 
... you know that it is the only nationally advertised crepe paper... and now 


20 you know that it is unrivalled for high-style in color. 
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i) FLAMEPROOF CREPE PAPER 


DENNISON MANUFACTURING CO., FRAMINGHAM, MASS. 
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NORCROSS 


Suecess Stow. % 


GREETING CARDS 





These two magazines, read by tens of millions of 
people, carry Norcross full-page and double-spread 
ads, all in full color. Now, and throughout the 
year. Your customers will come to you pre-sold 
on Norcross! ' 











NATIONWIDE SUCCESS! 


Remember the Norcross fall campaign? 

First, a full-page, beautiful 4-color advertise- 
ment in Life magazine, October 15. Then in Life 
November 15, a double-page spread, again in 
4-color. 

Those two were among the best read advertise- 
ments in the entire issues. We predicted they 
would be stoppers—and they were! 

Then came more: a Norcross 4-color double-page 
spread in Ladies’ Home Journal, November. We 
followed this up in the December issue with 
another 4-color full-page advertisement. 

And in Life magazine, December 3 and 10, two 
more 4-color full pages. 

These ads were designed to pre-sell for you. 
And that’s exactly what they did! 

And this is only the beginning! Now let’s see 
what’s ahead... 


© norcross inc. 


AGAIN — SOMETHING NEW 
eae 
FROM NORCROSS! 


New for 1957! More and more Norcross advertis- 
ing with the direct sales approach. Norcross is the 
first greeting card manufacturer to employ this 
kind of advertising on such a scale, to build traffic 
for you with this consistency and frequency. 
Here’s a breakdown of the powerful pre-selling 
campaign we’ve planned for the months ahead. 


February A 4-color double-page spread in Life 

wom §=for February 4, promoting Norcross 
VALENTINES. Some _ sentimental, 
some just for fun. See how they sell! 
Into the March 11 Life and March 
Ladies’ Home Journal hops HONEY 
BUNNY — part of an all-out promo- 
tion to track in your customers. 


In Life, April 15... Honey Bunny 
again . . . your customers will find 
he says what they want to say— 
for EASTER! 


A special promotion in Life and 
Ladies’ Home Journal designed to 
pre-sell the Norcross KING-SIZE and 
QUEEN-SIZE greeting cards. 

A new promotion, also in Life and 
Ladies’ Home Journal, to introduce 
—and sell—a new kind of greeting 
card. We'll tell you the secret soon! 


AND... 


before each ad appears, you will receive a com- 
plete display kit, with all the material you need to 
help you get the most from the Norcross adver- 
tising campaign. 

People will know that Norcross cards say the 
things they want to say—and in the nicest way. 

So when you get your point-of-sale material, 
use it. Put it to work to sell your store as head- 
quarters for Norcross Greeting Cards. 


NORCROSS 


GREETING CARDS 
244 Madison Avenue, New York 16, N.Y. 
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HORSE-AND-BUGGY MANAGEMENT METHODS 


n the February issue of MODERN 

STATIONER. and OFFICE EQUIP- 
MENT DEALER, Consulting Editor 
Dr. “Chuck” Lapp wrote: “Just as 
the various selling techniques may 
need periodical change because they 
are obsolete, so may your method of 
sales compensation be outdated.” 

This is certainly true, but the ref- 
erence to outdated methods could — 
and, I think, should — be carried 
to other aspects of management. You 
simply can’t afford to have obsolete 
policies. Yet, unfortunate as it is, 
there are still scores of dealers in our 
industry today who have allowed their 
methods to become antiquated. They 
are operating jet-age businesses with 
horse-and-buggy management meth- 
ods. 

Beside the matter of sales compen- 
sation, which Dr. Lapp so capably dis- 
cussed, I have seen methods of per- 
sonnel selection, inventory control, rec- 
ord keeping, communications, training 
and merchandising which have fallen 
far behind the changing times, yet they 
remain in use. I’m certain you have 
seen similar examples. 

In some industries and some sec- 
tions of the country, outdated methods 
might be understandable. But in the 
stationery and office equipment field, 
regardless of location, these methods 
exist, to my way of thinking, with- 
out reason. 

Modern operating methods are not 
difficult or expensive. I'm not preach- 
ing fancy procedures. The actual 
methods must vary with the individual 
operation, but they should be based on 
up-to-date techniques and information. 

In general, there are only two sim- 
ple steps to modern management 
methods. The first is to gather ade- 
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quate current information, and the sec- 
ond is to apply this information to 
techniques tried and proven in today’s 
business world. 

Information and knowledge of the 
newest techniques, plus the desire to 
keep your management methods up- 
to-date, are all that it takes. And, in 
our field as in few others informa- 
tion, including description of tech- 
niques, is readily available. 

I know of no industry in which 
so much information has been made 
available to the dealer. Research re- 
sults, expert opinions and actual ex- 
periences are passed to the dealer to- 
day through more media than ever 
before. There are more college courses, 
more books and more research pro- 
grams, and in our industry the trade 
associations have more than distin- 
guished themselves for the manner in 
which they gather and disseminate 
facts. Too, we in the business paper 
publishing field have collected, evalu- 
ated and passed along additional great 
quantities of information. 

For example, consider the work of 
the National Stationery and Office 
Equipment Association. It has pro- 
vided, among many other services, 
the latest information on merchandis- 
ing, personnel selection, selling and 
accounting, as well as industry-wide 
operating statistics. The industry's 
other associations have produced other 
facts and hints. 

Among the trade publications, 
MODERN STATIONER and OFFICE 
EQUIPMENT DEALER has received a 


great amount of praise for its des- 
criptions of new techniques and its 
presentations of timely information on 
many facets of management, includ- 
ing record keeping, communications, 
all aspects of sales, merchandising, 
personnel selection and many others. 

Truly there is no need for horse- 
and-buggy management in our indus- 
try. 

The stage is seemingly set for any 
dealer who still is shackled to out- 
dated methods to make a change. He 
needs only the desire — and Dun and 
Bradstreet figures on business failures 
should certainly stimulate the desire. 

According to D & B’s 1953 figures, 
94.3 percent of the business failures 
were management-caused. Better in- 
formation apd improved techniques 
would have saved many. 

I'm certain we all have dealer 
acquaintances who are complaining 
about the decrease of business in this 
or that area of operation, despite a 
continued satisfactory over-all picture. 
Or we know of dealers who are 
struggling with a poor profit picture 
despite growing sales. 

The existence of the conditions 
faced by these dealers, of course, 
doesn’t necessarily signal outmoded 
methods on their part, but it’s an even 
wager that in many cases modernizing 
of a method here or a procedure there 
would vastly improve the situation. 

Take a look at your policies and 
procedures. Make certain you're not 
among those practicing horse-and- 
buggy management methods, 


Maceth? Shaved 





W ithin two months after he took 
on a line of magnetic tape trans- 
scribers, Royal H. Eckert, Allentown, 
Pa., had sold over 50 of the machines 
for office use. And he feels that he 
has only scratched the surface of a 
vast potential. 

The sudden success of tape record- 
ers within recent years has been aided 
by the transcription uses of many ma- 
chines. And Eckert has capitalized on 
this trend. ‘“We were sold on the value 
of tape recorders long before we 
started to handle them,” explained the 
owner of Royal H. Eckert, Inc., “so 
as soon as we were franchised, we 
started immediate promotion. And the 
reception these machines received 
shows us that they are one of the 
‘hottest items’ to reach dealers in re- 
cent times.” 

A special promotional campaign was 
designed by Eckert with one major 
goal in mind — to get the prospect 
to test the machine. Demonstration, 
Eckert feels, is his key to success. He 
believes that one demonstration is 
worth hundreds of words of explana- 
tion. 

And proving him right in this case 
is a record of 90 percent sales to the 


In a display room demonstration, Royal H. Eckert attracts the interest of a pro. 
pect by showing him the simplicity in using a magnetic tape dictation-transerib. 


ing unit. 


first group of prospects contacted. He 
figures the remainder as future cus- 
tomers. 

The curiosity of the human indivi- 
dual helps Eckert get started on his 
demonstration. 


“The recorder is so light and eay 
to transport that I take one with me 
whenever I am making a routine 
business call,” explained Eckert. “A 
soon as I have completed my busines 
I hand the machine in its carrying 


TAPE TRANSCRIBERS 


Demonstration of the office uses 
of a magnetic tape transcriber 
has been the key to sales success 
of this type of dictation machine 


for a Philadelphia dealer 


A major factor in Eckert’s sales story is getting the machine in the hands of the 
potential customer. Actual use by the prospect often aids in closing the sale im 


mediately. 
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case to the businessman and tell him to 
take a look inside.” 

Eckert reported that the prospect's 
curiosity was usually sufficiently 
aroused about the light case that he 
would open it. From there it was a 
simple step to plug the cord in an out- 
let and commence the demonstration. 

Thus the door was opened to a sale. 

As an example of the simplicity in 
making sales with the unit, Eckert 
related how he took a tape recorder 
with him when he visited his bank to 
make a deposit. 

After conducting his business, he 
casually dropped over to the desk of 
one of the bank executives and told the 
banker that he had something to show 
him. Out came the recorder, which was 
soon sect up for the executive to use. A 
few minutes of testing and a sale was 
made with the banker commenting 
that he wondered how he had gotten 
along previously without one. 

In addition, the banker told Eckert 
that he would consider the purchase 
of additional units for other officials 
of the bank. 

But the immediate sales potential 
didn't end. Eckert continued, ‘While 
I was talking to the bank official, he 


As another sales point, the Pennsylvania dealer demonstrates how easily the recorder 
can be moved from place to place. 
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told me that he was looking around for 
something to give as a gift to his son 
who had just opened a law office. 
When I pointed to the tape recorder 
again, his eyes lit up and he said that 
this was just the thing.” 

Two units had been sold during a 
short period of time, merely by dem- 
onstrating the machine during a rou- 
tine banking errand. 

And still the sales pyramid con- 
tinued. When Eckert took the re- 
corder to the attorney's office to show 
how it was used, he asked the new 
lawyer if he had friends, also starting 
in the profession, who would be in- 
terested in watching the demonstration. 

Three other young lawyers, who 
were located in the same building, 
witnessed the demonstration. The re- 
sult — one more tape recorder sale and 
two “‘sure fire’’ prospects for future 
purchases. 

Incidentally, this demonstration was 
additionally advantageous to Eckert. 
The young lawyers pointed out other 
uses of the recorder in their profes- 
sion. 

As direct mail has worked the best 
for the firm in obtaining leads, this in- 
formation was incorporated, along with 


LL THEMSELVES 


other suggested uses, in a mailing 
piece sent out by the company. The 
printed letter, with the manufacturer's 
material, obtained a better than 10 
percent response. 

The material in the mailing is 
particularly slanted to the needs of the 
various professional and businessmen 
who receive it. Because of time limita- 
tions and the pressures of other bus- 
iness, Eckert is planning to concen- 
trate on these classes of customers for 
the time being. His full-fledged cam- 
paign will begin after he recruits two 
additional salesmen. 

“At the present time,” Eckert said, 
“I am visiting different business and 
professional men who are using mag- 
netic tape recorders to learn their 
exact uses for the machine.” 

The accumulation of information he 
is receiving will give him substantial 
material to prepare many different 
mailings — to doctors, dentists, office 
personnel, purchasing agents and 
others. “From our past results, I firmly 
believe that this factual material, ex- 
tracted from satisfied users of tape re- 
corders, will provide us with many or 
more leads than we have already at- 
tracted.” 

His future file on prospects who 
have shown an interest in the machines 
but haven't made a purchase is kept 
up to date. Through regular mailings 
of the circulars, and periodic calls, 
Eckert attempts to persuade them to 
sit in on a demonstration, either at 
his showroom or at their own place of 
business. 

“We expect to be able to sell a 
second transcriber to every customer 
a few months after they have purchased 
their first machine,’ said Eckert. “At 
the start, each customer uses the same 
recorder for dictating and for trans- 
cription. But as they become more ac- 
quainted with their machines and have 
greater use for them, they will un- 
doubtedly need a second recorder so 
that they can always have possession 
of one for dictating, with the other 
located at their typist’s desk.” 

Eckert considers this second sale as 
an all-important follow-up phase of his 
tape transcriber campaign. 

Employing psychology when it is 
time to discuss payment plans is 
another unique method used by Eckert. 
And it often results in making the 
price a secondary factor in the deci- 

(Continued on page 58) 
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Are you passing up some economical advertising A dvertising today is considered one & of tl 
by not making use of the white space on your business envelopes? £% of the major factors on achieving § muct 
This article explains how each invoice and mailing piece business success. And direct mail ad. In 
you use can carry an addtional sales message vertising is proving itself to be an e & ook 
ficient method for the average met & atten 
arr chandiser. erati 
But what of the valuable advertising & for ; 
space which is often neglected — the & stanc 
envelope ? O 
The retailer in stationery and office equi 
equipment will send out from 100 to & of | 
1000 or more letters each month, de & and 
pending on the extent of his diret & js s¢ 
mail advertising and mailing of state H 
ments. on 
ee si Whatever the number, the fact te & os 
JS LNT AD naead mains that the envelope is the fits B eno, 
cwoe sennciis AD rover. piece of your mailing that a prospect que: 
(ab ais. dos sees. Invariably he will look in the \ 
Type tt On A Roya . upper left hand corner to see who it fore 
is from. ae 
° ° - : =) 
But while this prospect is looking at § .,,. 
your envelope, you have an excellent § oo. 
opportunity to get additional advertis I 
— ing messages across to him. pay 
One method of making use of this § 14 
valuable space to sell more service o & of 
merchandise is to imprint a small § yy, 
In some instances, envelope advertising env 
may be the primary method of merchan- reas 
dising used. This illustration shows a 
unique envelope which is put to use to : 
obtain greater response. The front side, ver 
or that side which is normally used for ad\ 
the address, is given over entirely to il- 
lustrative material. That side, which ing 
is usually considered the back, or flap 7 
side, contains a picture window to carry 
the address. The color scheme used on ms 
the reverse side is carried over to the rel; 
top portion of the flap side. Further sag 
uniqueness is obtained by having the flap . 
on the bottom. cIp 
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picture OF slogan under your name and One such message used by a dealer 
address. drew attention to a newspaper ad- 
There is a great blank area on the vertisement with the words, ‘Be Sure 
back on most envelopes which should to Read Our Friday Ad.” Alongside 
also be put to use by the alert retailer. this reminder he stamped the outline 
= This can be the finest billboard space of a hand, telling the recipient to read 
in the world, if used to advantage with this message. 
a picture of your store, exterior or in- By this means of tieing together his 
terior, or a picture of some product advertising program, he protects the 
which you are selling. money invested in the newspaper ad by 
The suggestive buying idea can be calling attention to it before it appears. PD ERT a TIM 
a volume builder which should at the It should not be too hard for a envelope directly under the oddress win- 
least pay for the cost of your mailing. dealer to think of 12 sales slogans o- ome hay sage anni pe 
In addition, you are putting your sales which fit his particular locality and he & — 
message out in the open where the business throughout the year. The sales 
numerous postal clerks and carriers and service slogans could be stamped 
who handle the mail can’t miss it. on the invoices instead of envelopes at 
Human curiosity is a factor in the certain times if desired. Another area in which envelope ad- 
success of the envelope message. With Certainly such an advertising cam- vertising can be exploited concerns 
es the majority of envelopes going paign would pay for the low extra your own sales of envelopes. After 
through the mail blank, except for ad- expense with just a few added sales. making use of this unique method of 
dress and return address, the contrast Small gummed stickers are another | company promotion yourself, the idea 
idered one % of the advertising envelopes attracts method of attaching a sales message can be presented to most business 
| achieving # much attention to them. to your envelopes. One such promo- firms you deal with. Listing the use 
t mail ad- In many firms, those letters which tion sticker reads, ‘“Remember, it is a made of it by your own firm may be 
) be an ef look the most important receive first privilege to serve you — and we a Clincher to the sales talk. 
rage met # attention and are given more consid- want you to know we appreciate the The idea of using this type of ad- 
eration. By creating a special message privilege.” (Continued on page 58) 
advertising B for a particular section, the envelope 
ted — the B stands out and demands attention. 
One appliance dealer has a photo of 
and office equipment lithographed on the back 
om 100 to & of his envelopes. It covers the flap 
nonth, dé § and entire back, so that when the flap STATC BANK ss: OF WELLSTON 
his ditet § js sealed, the picture is complete. 
g of state He considers this as a prime rea- 
son for many sales, because a number — 
ne fact f B of persons have become interested oe eee oye 
+ the firs enough to come into his store to ask 
a Prospet & questions about this equipment. 
ok in the When putting any type of ad on the 
see who it face of the envelope, it is always a 
good policy to show your local post- 
er master a rough sketch first, to make 
: re certain that it passes postal regulations. An artistic creation which assures that its contents will be read is this envelope used 
If you use many envelopes, it will by State Bank and Trust Company of Wellston, St. Louis, Mo. The upper illustration 
pay you to contact a good local artist shows the address" side of the envelope with a sketch of the front of the bank 
ise of this . : " imprinted. Lower view is the flap side of the envelope. This economical advertising 
. and have him make a suitable drawing space sells the advantageous services of this bank. 
service OB of your store, products or emblem 
t a small 


which can be used in printing the Tor You The Only bank in the World with Kooftop Parking and 
envelopes. Local artists usually have WEN pee Se 
reasonable rates on such work. Ba Banning inte i= 

Another method of envelope ad- east 
Vertising which has been used to good Ly 
advantage by retailers is hand stamp- 
ing messages with a rubber stamp. 

A number of rubber stamps can be . 
made up with seasonal messages at a 
relatively inexpensive cost. The mes- 
sages will vary, depending on the re- 
cipient of the letter. 









> 
TO ROOFTOP TELLERS 
& ROOFTOP PaRnins 


Ters-on Creative Desgn 
Sub. 24 TENSION BOND 





MODERN STATIONER, MARCH, 1957 








Ko Learning. 

1. Benefit from the experience 
of other salesmen — often a lifetime 
of experience of another salesman can 
be gained in a few minutes of thought- 
provoking conversation. 

2. Read trade publications in your 


field and 
happening 


keep abreast of what is 
product-wise and market- 
wise. 

3. Attend trade conventions and 
sales meetings with an open mind and 
a desire to take something away with 
you that will improve you. 
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4. Establish the habit of being ; 
good listener, observer and recorder ¢ 
sales statistics and then you will he, 
see and be aware of creative ide 
which will assist you in your sellig 
effort. 


Maintain Proper Attitudes 

5. Keep up with changes in marky 
and customer buying requirements 

6. Know and understand the pnb 
lems of those to whom you sell. 

7. Remember you must sell you 
self first but you must sell as vq 
your company policies and procedure 
your leadership, and your product lig 
or lines to do a complete selling jo 

8. Have an understanding with yor 
wife as to what will be her role a 
your role in respect to your selling jq 
and home life. 


Balance Your Selling Effort 

9. Develop a friendly relationship 
with customers but don’t become fam 
liar. 

10. Inspire confidence in your sis 
proposition but don’t arouse antagm 
ism. 

11. Have something to say abu 
your products and company on et 
call. 

12. Look a prospect in the eye be 
don’t stare at him. Particularly be sur 
that your eyes meet the eyes of tk 
prospect when he is making a poit 
of special interest or whenever ym 
want to emphasize a special point. 


Plan Your Sales Effort 

13. Prospect continually for om 
buyers in your area by finding pote 
tial customers, classifying prospects 
to importance and sales effort requitt 
and then cultivate gradually but doo! 
“hound.” 

14. Set up an advance schedule 
avoid excessive driving which wi 
limit the person-to-person pay-off tim 
with buyers. 


Invest Your Time Wisely 

15. Put in enough working time, 
even more important, make certainy 
are working at those hours which ps 
experience shows are most produtti 
of results. 

16. Avoid losing valuable sellit 
time on activities that at the momé 
seem important but are not produ 
sales. 

17. Evaluate whether you are calli 
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on some prospects or buyers too often 
or not often enough. 

18. Devise a weekly or monthly 
work pattern for yourself based on 
number of calls, average sales, and 
sales volume by products. 

19. Use your telephone to increase 
sales and save time, but don’t depend 
on it when a personal call is necessary. 









Improve Selling Techniques 

20. Take steps always to make a 
eood first impression. Remember it is 
easier to make a good first impression 
than to correct a bad impression. 

21. Time your call so that you talk 
to particularly important buyers when 
they are in a receptive mood. 

22. Give some attention, but not too 
much, to receptionists, clerks, and ex- 
ecutive assistants on the way up in an 
organization. 

23. Vary your opening remarks with 
a greeting, a question or buyer bene- 
fit of a product. 

24. Recognize standard brush-offs 
and don't be put out on the street 
by them. 

25. Self-appraise a few sales inter- 
views to check whether or not you like 
what you hear when you listen to your- 
self. 

26. Review sales phrases and selling 
points used and ask yourself if you 
are making statements which are un- 
believeable to your customers. 

27. Admit to a buyer or prospect 
when you don’t know something but 
make certain you know enough so you 
don't have to say “I don’t know’ too 
often. 

28. Avoid imitating peculiarities or 
inflections in a buyer’s voice. 

29. Use a demonstration, cliche, or 
an analogy if you can make a point 
more easily. 

30. Show a buyer you are interested 
in his welfare by taking care of after- 
sale details such as deliveries, com- 
plaints and request for information. 

31. Collect and use testimonials 
from satisfied buyers to gain accept- 
ance when a third party approach 
seems to carry more weight than any 
thing you can say. 

32. Compliment buyers, but avoid 
anything that will be interpreted as 
flattery. 

33. Detect and allay fears which 
may deter a buyer from accepting your 
Proposition. 

34. Show your appreciation to others 
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who may assist you in making a sale. 

35. Review the typical reasons your 
prospects object to a product or to 
your company policies. 

36. Treat a real objection as an op- 
portunity to sell. 

37. Build the value of your product 
or line by a positive approach, not by 
knocking competitors. 

38. Stimulate interest in a new prod- 
uct by carrying a sample or some sales 
aid which will be attention-getting. 

39. Make the prospect a participant 
in all demonstrations when possible. 

40. Watch for signals of buying in- 
terest and then proceed to ask for an 
order whether or not your sales story 
has been completely told. 

41. Give your prospects a choice 


between something and something else 
rather than something and nothing. 
42. Hold your customers by offer- 
ing more service than any competitor. 
43. Follow up on complaints and 
correct misunderstandings before it be- 
comes too late. 


Individualize Your Selling 

44. Orient your sales effort for each 
specific customer. 

45. Figure out various alternate ways 
of handling each sales situation. 

46. Learn the likes and dislikes of 
each prospect or buyer. 


Keep in Good Condition 
47. Go to your physician at least 


(Continued on page 60) 





of sales supervision. 


tion. 


Ten Common Weaknesses 
In Supervising Salesmen 
By C. L. Chuck’ Lapp, Ph. D. 


Here are ten of the most common weaknesses found in the 
supervision of salesmen. Another — perhaps the most important — 
isn't listed. It is overemphasis in any one of the listed areas — 
such as, continued training, control, evaluation, motivation or com- 
munication — to the neglect of the other equally as important 
areas. Equal attention to all areas makes the outstanding program 


These are the commonly neglected areas, the weaknesses. 
1. Supervision is not recognized as a distinct management func- 


Ww 





9. 


10. 


2. Top management fails to provide supervisory objectives, 


policies and standards of evaluation. 


. Superiors of salesmen are overloaded with too many duties. 
. Sales superiors are assigned too many salesmen. 
. Staff executives usurp the right of command held by line ex- 


ecutives or line executives some times fail to appreciate and 
use contributions made by staff executives. 


. The efficiency of salesmen too frequently is judged on the 


basis of sales volume alone... or personal impression. 


. The “why” of plans, policies, procedures or orders is not ex- 


plained to salesmen. 


. The attitude of sales executives make salesmen reluctant to seek 


advise or guidance from their superiors. 

High turnover of salesmen, excessive selling costs, low profit 
returns, loss of markets and customers complaints are too often 
not recognized as basically caused by poor supervision. 

Sales supervisors give too much attention to poor performance 
and fault finding, and not enough to good performance and 
constructive help to salesmen. 
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Customers entering the 
front door of the Kings- 
port Office Supply Com- 
pany, Kingsport, Tenn., 
view this scene. The bal- 
cony shown in the upper 
background is used to 
display office furniture 
and machines. 





comp 


This island unit serves as display case 
and self server for albums and notebooks. 
Fully adjustable shelves allow variation 
in display. The wall fixtures in this Ten- 
nessee store are free-standing. 





This ultramodern building was constructed by the Kingsport Office Supply 
on the same corner location that was the site of the previous store, after the o 
building was almost totally destroyed by fire. 
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A model store is the achieved goal of the 


owners of this Tennessee office supply com- 


pany after a fire razed their former store 


Then a fire practically destroyed 
building, fixtures and stock of 
Kingsport Office Supply Company, 
Kingsport, Tenn., the owners decided 
to rebuild a model store. 

For several weeks one of the owners, 
C. K. Koffman, and his wife visited 
modern office supply stores throughout 
the country. With a collection of the 
ideas they had encountered, they re- 
turned to Kingsport to begin general 
plans for construction within the four 
walls left by the fire. 

Along with their architect, Allen 
Dryden, and the other owner, S. E. 
McAmis, they believed it most prac- 
tical to develop their general plans 
around flexible store fixtures which 
could easily be adjusted to the various 
products handled by an office supply 
company. 


The planners decided on an ultra- 
modern structure for the 50 by 110 
foot corner lot. In rebuilding, the 
roof was raised to provide a storage 
area over the back part of the store, 
and allow room for a mezzanine over 
the sales area. 

The first floor of the new store con- 
tains a total of 4,000 square feet, with 
approximately three-quarters of this 
area devoted to selling space. Offices, 
storage and shipping take up the re- 
maining area. 

They decided on fixtures which 
would afford the greatest opportunity 
for “self-selection.” The particular 
arrangement on the floor was designed 
to have the wrapping counter and cash- 
ier station arranged so that it could 
be reached by the shortest travel from 
any point on the floor. 


The fixtures are arranged with wide 
aisles and with merchandise attractively 
displayed to make buying more invit- 
ing. Fluorescent lighting, built into the 
wall units, adds the ultra modern 
touch to the display area. 

A Williamsburg Blue color scheme 
was used both inside and outside the 
building as the central theme, with 
additional tones of darker blue, grey 
and tan to give pleasant variety. 

A spacious balcony on three sides 
of the store is used to display office 
furniture and machinery. Near the 
reat of the building, off the balcony, 
is located the office machine repair 
shop, storage space and a utility room. 

The entire fireproof building is air 
conditioned, with a combination cool- 
ing-heating pump type unit being em- 
ployed. 

Mrs. Koffman has charge of the 
book department at the Kingsport 
firm. Twenty-five feet of wall fix- 
tures are used along with six island 
units. Sloping metal trays show the 
books to most advantage. 

The Kingsport Office Supply Com- 
pany was founded by McAmis in 1925. 
The Koffmans joined the firm in 1945. 


AFTER DESTRUCTIVE FIRE 
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THE 
MODERN 


TREND 


Looking from the balcony of the Kings- 
port firm, this view shows a portion of 
the 95 feet of A. B. Butler wall fixtures 
and 30 island units which were recently 
installed. 
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DONT 


Are you aware of the sales potential 

which a guarantee adds to your merchan- 

dise? Some of the major advantages, 

along with the possible pitfalls, are 

shown here to help you understand this 
sales aid 


W I wouldn't even think of buying 
one of those desks. The store that 
sells them doesn’t even guarantee them!” 

This statement, which can be applied to al- 
most any type of merchandise today, indicates 
the importance of a guarantee in some form or 
another to the customer of 1957. 

And manufacturer's and dealer's guarantees 
have come to mean a great deal in office equip- 
ment merchandising. In many instances they can 
make the difference whether or not a sale is 
closed. 

They also can spell trouble — lots of it - 
for the dealer who uses them recklessly or 
without thought of the consequences. Along 
with the realization of the potential of the 
guarantee as a sales weapon, there must be a 
definite understanding of the various pitfalls 
to be avoided. 

The dealer needs two guarantees, first that 
of the manufacturer and secondly, his own. 
Actually he must make good the manufacturer's 
guarantee as the customer will usually look to 
the dealer for satisfaction. 

This brings up the initial important point — 
know the manufacturer’s guarantee on every 
item in absolute detail. His contract with the 
purchaser is set forth there and every reputable 
manufacturer will make good each and every 
specific promise written therein and no more. 
If a dealer or his salesman promises more than 
is written there, it must be backed up by that 
dealer. 

Knowledge of each detail of every guarantee 
is also important in making certain that each 
point of guarantee is made clear to the cus- 
tomer. For example, if an item has a one-year 
guarantee on one part and two years on the 
other, we must be certain the customer under- 


OVERLOOK 


stands that the two-year guarantee does not 
apply to the item as a whole. 

This point has led to many dissatisfied cus- 
tomers; taking it for granted that one particu- 
lar part of the guarantee applied to the whole 
unit. 

Emphasizing that the two-year portion of the 
guarantee pertained only to a certain part may 
be telling the absolute truth to the customer 
when he comes in with a complaint six months 
later, but he will never be convinced. If the 
dealer wants to keep this customer, he will 
have to make good the guarantee even though 
he knows the customer is wrong. 

When using the guarantee as a sales weapon, 
it is also important to point out that the guaran- 
tee provides for free parts replacement ONLY 
and not for the service charge in connection 
with the repair (unless it really does, of 
course). Not all customers understand this at 
the time of purchase. And they can be extremely 
unhappy when handed a bill for the labor 
charge at a later date, even if the parts cost 
is plainly marked Free. 

A must for the dealer is the assurance that 
each of his salesmen reads and understands 
every guarantee. Some are inclined to give such 
a warranty a fast glance. Without reading the 
details, they may give customers an entirely 
wrong picture of what is actually guaranteed 
by the manufacturer. This may sell the article, 
but it won't assist in keeping the customer. 

Experienced retailers also advise finding out 
from manufacturers exactly what procedure to 
follow when the time comes to make one of 
their guarantees good. This can save a great deal 
of red tape and avoid delays in such service. 
The customer with a broken-down unit can’t 
be expected to be patient for several days 
and maybe weeks while his dealer stumbles 
around figuring out what to do about a prob- 
lem he never ran into previously. 

It is also inadvisable to sell unguaranteed 
merchandise along with guaranteed items. 
Emphasis on the guaranteed items may cause 
customers to take for granted that other mer- 
chandise also carries similar guarantees whether 
or not the salesman says so. 

Another point which is well known, but 
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GUARANTEES 


should be repeated for its importance in con- 
nection with “guarantee selling,’ is to make 
certain that every item sold to a customer is 
“right” before it is turned over to that cus- 
tomer. Faults which crop up in a day or two 
of use mean nothing but trouble even though 
fully guaranteed; they destroy the confidence 
that a guarantee has implanted in the customer's 
mind even though the purchase is made good 
immediately. 

Establishment of a replacement policy rather 
than a cash refund in connection with guaran- 
tee selling usually works more beneficially for 
the dealer. In the case of a cash refund, many 
customers will take the money and buy from 
some other dealer even though you made good 
on the guarantee. Profit from the original 
sale is always retained where replacement is fol- 
lowed rather than cash refund. 

It is also good procedure to require proof 
of purchase on smaller items on which no sale 
or guarantee records are kept by serial number. 
This avoids good customers bringing in mer- 
chandise purchased at another store. Each sale 
of this nature should be on a dated cash regis- 
ter or sales slip, not only to establish purchase 
from your store, but also to date the purchase 
so that length of guarantee can be established. 

When such a policy is followed, guarantee 
selling can be applied to smaller items without 
too much risk. 

A number of dealers have pointed out that to 
avoid future headaches, it is important to point 
out the customer’s responsibility in taking nor- 
mal and sensible care of the merchandise. This 
should be a condition of every guarantee made 
to every customer and should be understood at 
the time of delivery. Some dealers have their 
salesmen run over the guarantee in detail on 
actual delivery and emphasize this point, in 
addition to the use of the guarantee as part of 
the original sales talk. 

Sales enthusiasm must be checked if it be- 
gins to take priority over the manufacturer's or 
dealer's guarantee. Eagerness to close a sale may 
lead some salesmen to “stretch” interpretation 
of such a guarantee. Sales efforts should be built 
on the guarantee and its specific items only. 

Section 12 of the Uniform Sales Act is most 


explicit on this point. It reads: “Any affirma- 
tion of fact or any promise by the seller re- 
lating to the goods is an express warranty of 
the natural tendency of such affirmation or 
promise to induce the buyer to purchase the 
goods.” 

When guarantee selling is put into use by 
the dealer, he must keep in mind that his cus- 
tomers expect him to live up to every promise 
made by those salesmen. It will avail him little 
to assure the customer that the salesman made 
a mistake or had no business giving that cus- 
tomer such a promise. 

If he refuses to live up to those promises, 
he can be assured that this particular customer 
will lose faith in his store and take all future 
business elsewhere. The customer is much more 
inclined to think that the dealer is just as dis- 
honest as the salesman who made the false 
promises. 

Extreme care must also be used in explaining 
exactly how ‘‘progressive guarantees’ work, 
when this type applies. Too many customers get 
the idea that such a guarantee covers full re- 
placement for the entire period when actually 
it provides only a diminishing responsibility 
over that period. This should be pointed out to 
full understanding as each sale is made. 

Many dealers also find it profitable to estab- 
lish their own guarantees and place emphasis 
on these rather than those of the manufacturers. 
When this method is followed, such guarantees 
must be backed to the exact limit specified and 
not beyond or below. 

Too liberal a guarantee means bankruptcy 
for any dealer. 

Such a personal dealer guarantee has terrific 
sales value as a confidence builder in the store. 
It should be advertised to the limit and stressed 
at great length. 

The dealer guarantee is one of the best 
weapons any dealer has to combat price chisel- 
ers and discount houses where no such personal 
guarantee is ever given the customer. 

Used wisely, it, like the manufacturer's guar- 
antee, can be a terrific sales clincher and build 
considerable added business for any dealer 
whether his store is located in a small town or 
a metropolitan area. 
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Lasting gifts for 


GRADUATES 


Graduation is the major dividing point in the life of 
all young people. It marks the end of home and school 
life, and at the same time, the entrance into the business or 
professional world. 

A special type of graduation gift which will be a 
lasting and usable remembrance of this occasion is a good 
dictionary. 

Schwabacher-Frey, San Francisco, Calif., used the 
major portion of a display window to show dictionaries as 
suitable graduation gifts last year. 

A mortarboard cap and a rolled diploma were framed 
in white tulle on the wall. Extending out from the frame 
was a strip card saying ‘“Volumes of Good Wishes.”’ 

Two unabridged dictionaries were shown open on two 
dictionary stands in the background, while a sectional 
open cabinet held abridged dictionaries. Several volumes 
were wrapped in cellophane and tied with colored ribbons. 

Pocket dictionaries and limp leather bound copies were 
also shown. Bronze book ends held other volumes in view. 











draws attention 


A huge calendar pad provided the background for the 
display of many of the smaller office and_ stationen 
supplies in the window of Lofgreen Printing and Offic 
Supply Company, Mesa, Arizona. 

Taking up the entire back of the window, the calendu 
allowed sizeable space to each day of the month and allowed 
a unique presentation of a large sample of items to bk 
found in the store. 

Passersby attracted by the large calendar display fount 
also a showing of typewriters, globes, dictionaries, stap 
lers and other items on the floor of the display area. 

Torry D. Lofgreen, the owner, explained that he uss 
the window displays to acquaint people with the variow 
articles for sale in the store and so devotes a good del 
of time in the planning of the displays. 

He added that this window had done an especial 
good job in sparking extra sales. 
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Ever Ready’s 
New Package Stslecin = sting the sah 


longer left to chance. Your cus- 
tomers get exactly what they 
want without time-consuming 
descriptions of style, size and 
drilling. 


Better display — the new Ever 
Ready refill p kag great 
sales impact to counter, window 
or island display. 





Reduces spoilage — the cause of 
costly spoilage (when refills must 
be replaced after cartons have 
been opened to show the con- 
tents to the customer) has been 
eliminated. Everything is now in 
clear view 


Self-service—meets the challenge 
of modern merchandising. Pro- 
vides you with a selling method 
’ customers like and are accus- 
Saves time — clerks can handle tomed to. And relieves the pres- 
more sales per hour. Spend less sure on regular and part-time 
time with refill customers. Take ? employees during the seasonal 
ony long enough to ring up the selling peak. 
sale 


ei 1 “ 1 





P “ buying — 
30% of ALL retail sales are made 
on impulse Self-service packag- 
ing gives you a new selling tool 
to increase sales. 


J 
On 
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Old-fashioned, “blind” packaging is a 
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thing of the past: You no longer have to guess what your 


play foun a new Ever Ready refill for their desk calendars. Now 
aries, stap the page style, size and drilling are n FULL VIEW. The 
urea. 
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hat he uss 58 aaeeds ated Ready . complete line of A complete *‘Calendar Department” to multipty 


he various ° ° calendar sales can be set up m an area of only 
sd del refills are packaged in cellophane. 24” x 36”. 
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DEDUCTIBLE 
BUSINESS 
EXPENSES 


Don’t overlook these legal business expenses 


which may be deducted in your business 


income’ tax 


return. 


Information was 


obtained from the Internal Revenue Service 


dvertising — expenses are deduc- 

tible in reasonable amount. Ad- 
vertising to promote or defeat leg- 
islation is not deductible. 
Automobile Costs — cost of operat- 
ing and maintaining an automobile 
to the extent attributable to the 
actual conduct of your business. 
Bad Debts — notes and accounts re- 
ceivable which are created or ac- 
quired and which become partially or 
totally worthless may be deducted 
from gross income under the specific 
chargeoff method or the reserve for 
bad debts method. (Subject to ap- 
proval by commissioner. ) 
Bonuses — amounts paid to em- 
ployees as bonuses are allowable only 
if they are intended as additional 
compensation for services actually 
rendered. 
Carrying Charges — allowable as 
deduction if they are not capitalized. 
Charitable Contributions — _ pay- 
ments made to charitable, religious, 
educational or scientific organiza- 
tions, which are not gifts may qualify 
as business expenses. Example: ad- 
vertisement in church program. 
Business Contributions — any do- 
nations which bear a direct relation- 
ship to your trade which are made 
with a reasonable expectation of a 
financial return commensurate with 
the amount. 
Commitment Fees — fees or charges 
incurred pursuant to a bond sale 
agreement under which funds for 
construction purposes are made avail- 
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able to you in stated amounts over a 
specified period. 

Depreciation — a reasonable allow- 
ance for exhaustion, wear and tear, 
and obsolescence of depreciable prop- 
erty used in your business. 
Employee Benefit Plans — _ the 
amount of your contribution to pen- 
sion plans, profit-sharing plans, 
stock-bonus plans and annuity plans 
is deductible if the plan meets re- 
quirements. 

Entertainment — purpose of expen- 
diture must be a business one, ex- 
pected to benefit your business. Ade- 
quate records must be available for 
examination. 

Heat, Light and Power — full 
amount of such expenses paid or in- 
curred in carrying on trade or busi- 
ness are deductible. 

Insurance Premiums — premiums 
paid in connection with the opera- 
tion of your business are deductible 
on pro rata basis for each taxable 
year. Premiums included are: fire, 
theft and flood; merchandise and in- 
ventory; public liability, workmen’s 
compensation; employer's liability; 
employee's group hospitalization and 
medical; employer contributions to 
state unemployment funds which are 
levied as taxes; group life; automo- 
bile and other vehicle coverage (ve- 
hicles used in your trade only); credit 
insurance; overhead insurance; use 
and occupancy insurance; and em- 
ployee performance bonds. 

Interest — interest paid or accrued 











within the taxable year on indebtey 
ness attributable to your business ; 
deductible. 

Licenses and Regulatory Fees — pyij 
annually to state or local goven 
ments in connection with your traj 
or business. 

Organizational Expenditures — my 
be deducted ratably over a period gf 
not less than 60 months if the newh 
organized corporation so elects, 
Political Expenditures — must 
made with reasonable expectation of 
a financial return commensurate with 
amount of contribution. Example 
contribution to Chamber of Con. 
merce Committee for purpose of 
bringing a national political convep. 
tion to your locality. 

Rents — in most cases you are en. 
titled to deduct the full amount of 
rent which you pay for propery 
used in your trade or business. Not 
excessive rent which actually cop. 
stitutes dividends or profits. 
Repairs — an expenditure for th 
purpose of keeping property in o: 
dinary efficient condition, whid 
does not add to value of property 
or appreciably prolong its life. Mus 
not be confused with improvements 
and replacements which arrest d 
terioration and prolong life of prop 
erty. These must be capitalized and 
depreciated. 

Salaries — must meet four requite. 
ments: 1. expense which is ordinay 
and necessary in carrying on bus. 
ness; 2. must be _ reasonable is 
amount; 3. must be for services « 
tually rendered; 4. must be actually 
paid or incurred. 

Supplies and Materials — incidentals 
as office supplies, wrapping pape! 
and similar items used during tar 
able year are deductible. 

Taxes — many imposed by federal, 
state or local governments, which ate 
directly attributable to your trade or 
business are business deductions 
Those on a cash basis can be deduc 
ted only in the year they are paid 
Those on an accrual basis can b 
deducted only in the year they ate 
accrued. 

Travel and Transportation — ordit- 
ary necessary traveling expenses it 
clude cost of meals and lodging awa 
from home, transportation expensé 
expenses for transporting necessal] 
baggage, samples and display mater 
ials and tips incidental to these. 
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CRAFTINT... 


ANNOUNCES = 


PAINT-BY-NUMBER 
OIL SETS 


=> 


Example 
of Com 
UrPOse of 
al conven. 
ZOO ... this BRAND NEW and exciting 
DU are ep. paint-by-number series makes easy the capture of 
amount of jungle animals... in brilliant color. Twelve sets— 
property 24 panels of popular wild animals in natural 
iness. Not surroundings . . . from North Woods to Jungle. 
ually cop Each set contains two professionally-drawn, 
“a ready-to-paint >” x 12” mounted panels 12-8 
he f plentiful supply of ten vibrant oil colors in wide- 
alee the mouth, screw-cap jars . . . two artists’ brushes 
rty in or ... bottle of brush cleaner . . . simple instructions 
nm, — which ... plus a copyrighted, colorful and educational 
; Property story card which has a clever jingle and cute 
life. Mus cartoon. Youngsters will want to collect ALL of 
rovements these trading cards! So join the Safari to Craftint 
arrest de. ZOO. Priced right at $1.89 ($2.10 west of Denver) . 
e of prop 
alized and 


ir requite BIBLE ART ... a brand new series 


Ss ordinay created to answer the biggest demand in Craftint’s 
, on busi history. Seven educational, non-denominational 
onable is sets portray beloved, devotional scenes from the 
ervices a Old and New Testaments. Every set is complete 
— with two 14” x 18” mounted panels. . . 24 rich 
’ oil colors in large, ready-to-use, screw-cap jars 
i ... three artists’ brushes . . . large bottle of brush 
incidentals cleaner . . . simple instructions . . . PLUS two 
ing paper copyrighted, beautifully-lettered scrolls with 
uring tax Bible verse and story, wonderful for framing. 
Hobbyists who paint one BIBLE ART set will 
>y federal, want to paint them all. This new religious series 
which are has been enthusiastically received everywhere. 
ar trade Only $4.95 ($5.45 west of Denver). 


1eductions. Also available — Popular K-9, Big 3 and King 
be deduc Size Sets! Send for free color folders. 

r are paid 

sis can be 

r they ar 





1 — ordin- 

cpenses itt 

iging awa 

1 expenses THE CRAFTINT MANUFACTURING COMPANY 
y mecessaty Main Office: 1615 Collamer Ave., Cleveland 10, Ohio 
slay mater 

) these, 
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Underwood Names reccosvvocoee PRESSTIME NEWS a 


Wagoner To New Post 

Phillip D. Wagoner, who has ceased 
full time, active administrative service 
with the Underwood Corporation, has 
been elected honorary chairman of the 
firm’s board of directors. Wagoner 
was president of Underwood until 
1945 when he became chairman of the 
board. 


Sullivan Joins 
Autopoint Company 
Joseph Sullivan of Needham Heights, 
Mass., has joined 
the  Autopoint 
Company, a divi- 
sion of the Cory 
Corporation of 
Chicago, as manu- 
facturers represen- 
tative for the 
greater New Eng- 
® land states. 
Sullivan His territory in- 
cludes Maine, Vermont, New Hamp- 
shire, Rhode Island, Massachusetts 
and Connecticut. 


Wholesale Stationers’ Convention 


The 41st annual convention of the 


Wholesale Stationers’ Association will 
be held on March 7 and 8 at the Hotel 
Commodore, New York City. 

General Chairman is Mortimer H. 
Chute and G. G. Griffiths, Jr., is co- 
chairman. Other committees are as 
follows: Banquet — J. H. Shoemaker, 
chairman; Lester Madens; Harry Fens- 
terheim; Robert Shearman. Entertain- 
ment — R. T. Gemmell, chairman; 
Ralph Maish, Jr.; Joseph Strauss, Fred 
Steinhilber. Registration — J. F. Jaret, 
chairman; Bert Chalet; John L. Gallup; 
M. L. Alderman; John Kolb. Ladies 
Program — Mrs. Harold W. Jacobsen, 
honorary chairman; Mrs. Harold Whit- 
temore and Mrs. Donald Frey, co- 
chairmen; Mrs. Marion Springer; Mrs. 
Howard Shoemaker; Mrs. Harry Bitt- 
man; Miss Marie Falco; Mrs. John 
Conway. 
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The Bales Office Equipment Company of Santa Ana, Calif., has occupied a 
new building at 1903 North Main Street. The move is coincident with the ob. 
servance of the firm’s 25th anniversary. 

% 3 * * * 

JoHN B. Dwyer of the John B. Dwyer Company, Sales Representatives, 
Boston, Mass., has announced that DANIEL A. Brisk, Syracuse, N. Y., will carry 
on the trade in New York State as representative for Cosco, Columbia, Dan. 
Dee, Duo-Tang and Liberty Box Company. 

* * * * * 


The Bauman Office Equipment Company, Wichita, Kan., has appointed 
JoHN L. Daray as the firm's new sales manager. 

According to president RALPH V. BAUMAN, Daray received executive office 
planning and color coordination at the work shop of the Executive Furniture 
Guild of America in Grand Rapids, Mich. 

* a * 


* ” 

The Toledo Metal Furniture Company, Toledo, Ohio, has announced the 
appointment of Jones DasHIELL and Ep Taytor of Dashiell and Taylor, as 
factory sales representatives in the states of Alabama, Florida, Georgia, Kentucky, 
Mississippi, North Carolina, South Carolina, Tennessee, Virginia and West 
Virginia. 

The company manufactures drafting room and office equipment, school and 
college furniture and a complete line of Production Seating for industry. 

* * * * * 

The largest advertising and sales promotion program in the company’s history 
is being undertaken by Ben-Mont Papers, Inc., Bennington, Vt., in 1957. 

Highlighting the campaign is participation on the entire 89 station network 
featuring NBC-TV’s popular “TODAY” program. Mass consumer magazines 
and the trade press will be utilized. 

Eg * * * x 

The Victor Adding Machine Company has recently appointed Perlmuth 
Instrument Enterprises, a California representative firm, to handle the sale of its 
electronic type Digit-Matic printers. 

Although Victor has its own sales and service organizations, the company finds 
that in selling such products to the rapidly growing electronic industry, specialized 
technical selling is required. 

* * » ca * 

The New York office and showroom of Stanley Greetings, Inc., has been 

moved to 485 Lexington Avenue (26th Floor). 
* * * * & 

STANLEY M. BABSON has been named vice president in charge of sales for 
the Bates Manufacturing Company, West Orange, N. J. The announcement was 
made by C. S. A. WILLIAMS, Bates president. 

Babson, who joined the desk appliance firm in 1921, was formerly sales 
manager and a vice president in the company. 

* #* . oe 

The Greeting House has recently moved to 309 North Crescent Drive, 
Beverly Hills, Calif. 

x : & = 

H. L. Davis has joined Steelcase, Inc., Grand Rapids, Mich., as an associate 
of JOHN MILLAR, Steelcase representative in Ohio, Indiana, Kentucky and Western 
Pennsylvania, according to D. D. HUNTING, vice president and sales manager. 

Davis has become associated with the metal office furniture manufacturer 
following employment as a representative for W. H. Gunlocke Chair Company. 
Prior to that he was sales manager of the wholesale stationery division of the 
Central Ohio Paper Company. 

ra * * * * 

District sales manager for the newly created Milwaukee district of Hallmark 
Cards is RICHARD MOoyYLe. The district covers eastern Wisconsion, northern 
Illinois and upper Michigan. Moyle has been with the company since 1939. 
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C’est Magnifique—What A Line! Sophisticated 


stationery with a French accent. ..the inspired 
creation of Montag artistry. Deckle-edged 


y 1, . . yA Q@— satin vellum paper packaged in brilliant foil, 


French Line puts the accent on profit—Offer- 
ing youacomplete stationery ensemble. Open 
Stock Letter Sheets, $1.00 retail. Open Stock 
Fashioned lined Envelopes, 55c retail. Lap 
Letters .. . Montag’s own elegant tablet 
$1.00 retail. Special Values—French Line 
Boxes with letter sheets and envelopes, 
$1.25, $1.59 and $1.89 retail. 


fleur-de-lis patterned, boxes and pads with 
complementary envelopes tissue-lined in eye 
catching colors. It is elegant writing paper in 
the classic tradition yet deftly styled in the 
modern mood to take a lady’s fancy whether 
she be 14 or 40, and to capture sales for you! 


MONTAG BROTHERS, INCORPORATED ° ATLANTA » NEW YORK 


- - - for more details circle 139 on last page 





NEWS 


Ken White Wins 
National Awards 

Ken White Associates were present- 
ed with two awards of merit in the 
recent nation-wide interior design 
competition conducted by Institutions 
Magazine. The industrial design firm 
was cited for work on the St. Joseph's 
Hospital in Philadelphia, Pa., and the 
Kansas State Union, Kansas State Col- 
lege, Manhattan, Kansas. 


Eberhard Pencil Plans 
Vast Ad Campaign 

The pencil industry's largest, nation- 
al consumer advertising campaign and 
dealer merchandising program will be 
put into effect by the Eberhard Faber 
Pencil Company this year. 

Under the plan, Eberhard Faber 
plans more four-color advertising of 
its leading lines in national magazines 
and leading stationery and office 
equipment publications than ever be- 


Dan Kerr (right), member of the six- 
member 49’er Travelers Club of North- 
ern California, is shown accepting the 
Bert M. Morris Memorial Golf Trophy 
from Lee Schaeffer of the Bert M. Morris 
Company of Los Angeles, manufacturers 
of desk top equipment. The 49’ers, com- 
posed of Keer, Wally Jones, Augie Erick- 
son, Bud Mercer, Bob Heath and Dick 
Wallace, defeated the Golden State Trav- 
elers from the South to win permanent 
possession of the trophy. Winning team 
members also were presented individual 
trophies. 


fore. Backing it up will be a complete 
merchandising plan to enable dealers 
to localize the national advertising. 


Jotto Takes On 
Wallace TV Show 

Jotto, one of the nation’s new wor 
games, announced it has taken on th 
Mike Wallace TV show for a 13 wed 
period. Wallace’s program is seen ip 
the New York, New Jersey and Penp. 


sylvania areas. 


Paper Mate Annouces 
Western Sales Manager 

Ellis Dodson has been named weg. 
ern regional sales manager for Th 
Paper Mate Company located in Sa 
Francisco. ‘The announcement wa 
made by T. J. Welsh, vice presiden 
in charge of sales. 


Masterpiece Names 
Two To New Posts 

Masterpiece Studios of Chicago, de 
signer and manufacturer of personal. 
ized Christmas cards, has appointed } 
G. Shiffman as director of sales and 
A. D. Lowenthal as advertising map 
ager. Both are newly created positions 





s Your Winning ‘Hand 


: +» FATHERS DAY GIFTS! 


Low-Price, Quick-Sale 


REVOLVING 
POKER CHIP RACK 


Complete Line 
of Low-Cost 


PLASTIC POKER CHIPS 


3 sizes. In bulk, chipboard box or 
clear plastic box. 


WRITE TODAY FOR COMPLETE INFORMATION 


fapictory » MANUFACTURING CORP. 


VICTORY o; CHICAGO 


AS 


1738 We 


MEMBER 


ae Wadelel:) 


Place « Chicas 12, Illinois 


\Plastics Housewares Mfgrs. Assn 


iNational Housewares Mfgrs Assn 


GIFT OF 


1,000 GAMES 100 interlocking 
chips, 5 dice, 1 deck of cards, 4 
cribbage pins, cribbage board. Com- 
pact, attractive, “different.” 


Deluxe, 
Exclusive Design 


POKER CHIP RACK 
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S 
THIS AD s 


tells why more 


and more retailers 


are FEATURING 


Webster's 
New Collegiate 


(A Merriam-W ebster) 





...and INCREASING 
their dictionary sales 
and profits 


Millions of people are reading 

the Merriam-Webster advertisement 

you see to the right. Millions more will 

read the same ad as it appears in 

Look, Time, Newsweek, National Geographic, 
Harper’s, The Atlantic, Saturday Review, 
and Christian Science Monitor this year. 


They will accept only a genuine 
Merriam-Webster because they know no 
other dictionary can be “just as good.” 


When you concentrate your stock and display 
on Webster’s New Collegiate, you increase 
your dictionary sales and profits four ways: 


© you prevent customer confusion 

© you save selling time 

® you save space and inventory investment 
® you increase your turnover 

Hundreds of stores are increasing turnover 

and profits by concentrating their 

selling efforts on Merriam-Webster. 

Write for catalogue and discount schedule; 


also free promotion material. 
G. & C. Merriam Company, Springfield 2, Mass. 


| NEVER 
REALIZED... 


a ips. 
what a difference 
there is in 
dictionaries! 


When I decided to buy a dictionary, I 
thought any one with the “Webster” 
name would be completely reliable. 


My dealer set me straight. He pointed 
out that information on which you can 
depend can be found only in a truly 
authoritative dictionary. He mentioned 
specifically Webster’s New Collegiate—. 
the genuine Merriam-Webster. And he 
gave me two reasons. 


First, Webster’s New Collegiate is the 
only desk-size dictionary based on the 
big unabridged Webster’s New Inter- 
national Dictionary, Second Edition. 
You've seen it at your library. It’s often 
called “the Supreme Authority” of the 
English-speaking world. 


Second, Webster’s New Collegiate is 
the only desk-size dictionary produced 
by a company that specializes entirely 
in dictionary publishing, and has for 
over 100 years. As a matter of fact, 
it’s the only one kept up to date by a 
large, permanent staff of experts, That’s 
why people who must be sure—editors, 
businessmen, professional men, and 
educators — specify Webster’s New 
Collegiate. 


When you buy your dictionary, be 
sure to insist on the genuine Merriam- 
Webster. Ask for it by name at your 
department, book, or stationery store. 
It costs only $5 plain, $6 thumb-indexed. 


i Mevuam-Websli 


Reg.U.S.Pat.Off. 
G. & C. MERRIAM CO., Springfield 2, Mass. 


- - - for more details circle 137 on last page 





Alfred H. Best (left), president of the 
Lead Pencil Manufacturers Association 
presents a distinguished Service Award 
marking nearly 50 years of service with 
the lead pencil industry, to Horace B. 
Van Dorn, a director of the Joseph Dixon 
Crucible Company, Jersey City, N. J., as 
Mrs. Van Dorn looks on. 


Ideal Toy Forms 
New Hobby Division 

The Ideal Toy Corporation, an- 
nouncing the formation of ITC Model 
Craft, the toy firm’s new hobby divi- 
sion, said the firm will use the new 
ITC logo on all its hobby products 


and affiliated packaging, advertising 
and promotion in 1957. 

Ideal, celebrating its golden anni- 
versary, hopes the new ITC name will 
avoid confusion with the Ideal Aero- 
plane and Supply Company of New 
York, another toy hobby maker. ITC 
said there is no connection between 
the two companies. 


Wald Honored At Dinner 

Dave Wald, for the past ten years 
manager of United Office Supply 
Company, was honored at a testi- 
monial dinner by employers and co- 
workers in New York. Speeches were 
made by Harry and Herbert Holzman 
attesting to Wald’s service with the 
firm. Wald received an inscribed gold 
watch from the company. 


California Artists 
Announces Changes 

California Artists, a division of the 
H. S. Crocker Company of New York, 
announced two changes in sales per- 
sonnel. 


Stanley Cooper, former represeg, 
tive in the eastern territory, has } 
named assistant sales manager” 
charge of Midwestern accounts at @ 
cago. ‘ 
Robert Campbell, for seven yeary 
charge of production at Califon 
Artists, has been appointed sales mg 
resentative for Ohio, Michigan, 
tucky, West Virginia and the westey 
portion of New York, Pennsylvagj 
Maryland and Virginia. 


Masco Appointment 4 
The appointment of Betty R. Pa 
as assistant to Henry Berlin, vice p 
dent of the Mark Simpson Manuf 4 
ing Company, has been announce 
Miryam Simpson, president of 
sound equipment firm. Mrs. 
will assist Berlin with the advertig 
and sales promotional activities, 


Louis A. Burgoyne Dead 

Louis A. Burgoyne, treasurer of 
ney J. Burgoyne and Sons, Inc,g 
Philadelphia died recently. . 








an OLD FIRM 


have hundreds 
of uses in Our 
department 


nBHS 


From coding merchandise to inventory con- 
trol—Avery Kum-Kleen Labels speed tedious 

jobs and save money. For price labeling, bin 

or shelf marking...wherever fast, neat label- 

ing is necessary, Avery Kum- Kleen does it best. 
Avery, the original self-adhesive Label, sticks © 
to any clean surface without moistening. Laid on 

at the touch of a finger...stays neat through all . 
kinds of handling...yet Kums-Kleen in a jiffy! 
Available at stationery stores everywhere. 


type, stamp or write on them...you'll save time and money 


AVERY ADHESIVE LABEL CORP., Dealer Div. 116 
117 Liberty St., New York 6 

608 S. Dearborn St., 

Chicago 5 

1616 S. California Ave., 

Monrovia, Calif. 

Offices in Other 

Principal Cities 


more details circle 105 on last page 





with a NEW NAME 
“HEINES PUBLISHING CO., INC.” 


Creators of card playing 
accessories for over 25 years. 


(Formerly Heines-Bruelheide Pub. Co., Inc.) 


Bringing to you a “KING SIZE” line 
of Card Playing Accessories including . . . 


BRIDGE TALLIES 

GOREN SCOREPADS and RULEBOOKS 
BRIDGE SCOREPADS 
CANASTA-SAMBA SCOREPADS 
MAGNETIC MEMO and BRIDGE PADS 
PLAYING CARDS 

CARD TABLE COVERS 

BRIDGE PARTY ENSEMBLES 

PARTY INVITATIONS 

PLACE CARDS 

COCKTAIL NAPKINS 

NOTES and STATIONERY 


HEINES PuBtisHINnG Co., INC. 
123 NORTH THIRD ST. 


MINNEAPOLIS 1, MINNESOTA 
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Keith Clark 


DESK CALENDARS 


Office: 130 West 42nd St. NEW YORK 36, N. Y. 
Plant: SIDNEY, N. Y. 
















Special news this year is KEITH CLARK’S cop- 
tribution to today’s “high style” office with 
bases in color for desk calendars. Rich, walnut 
brown, modern office gray, clear pastel “mist 
green’ and “desert tan.” 














Exclusive Features 


SCHEDULE-A-DATE — future date scheduling for 
the entire year. 

WORK-A-DAY — a calendar pad adaptable to any 
memorandum use with half hour appointment 
schedule. 

SPOTLIGHT DATE — a box indicating the current 
date and the present month. 

THREE-MONTH CALENDAR panel (current, past, 
and following ). 

SPECIAL FEATURES — Large numeral for current 
date; holidays in red; permanent memoranda; 
bonus page with past and future year calendar; 
legal holidays; consecutively numbered days past 
and days ahead on every page. 

MODERN PRINTING and UNCLUTTERED FORMAT 


MONDAY 
we 











KEITH CLARK calendar pads are available in book 
style or pad style to fit any standard size base for ‘ 
every working need. 











iranian PALIGR 100 


1958 KEITH CLARK refill pads packaged in spar- 
kling, DuPont Mylar! This polyester film of un- 
usual clarity and toughness protects refill pads 
from soiling, fingermarks, dirt, and wear. KEITH 
CLARK Mylar-packaged refill pads make aitrac- 
tive displays that look better and sell better. 
Never lose their “fresh merchandise” appearance, 
never turn yellow or tear at corners and seams. 
Mylar-wrapped KEITH CLARK refills let the cus- 
tomer see what he’s buying, and he likes what 
he sees. 


The Calendars that work for you. 





827 


Kle 











1958 edition of the Keith Clark Catalog 
now available. Free to Stationers. 


Write for Copy. 


¥ 












KEITH CLARK, INC. 
Office: 130 West 42nd St., New York 36, N. Y. 
Plant: Sidney, N. Y. 







in book 
yase for 





yow! no more black, messy, ink! 


~~ 
pemaying Tew 


DIAGRAPHY. 


STENCIL DUPLICATING 
COMPOUND 


Goes on Light Green 
... prints BLACK— 


like magic! 


In handy 
“Dri P g* x 
DripProot” Joi NOW MAKES MIMEOGRAPHING 


THE QLeancot of AU 


NO CHANGE NECESSARY DUPLICATING METHODS! 

in present equipment ween a 
CLEAN AND PLEASANT HERE Is THE MODERN chemical mizecis that 
Unlike black ink, it rinses off is revolutionizing the entire office duplicating field! 
eusity with soup end weter Amazing DIAGRAPHY Compound is clean, creamy, 
PRINTS CLEAR, SHARP COPIES— colorless (like-a-hand-lotion) fluid. Will not soil or stain 


ill not offset, bl fad ; ‘ : 
iaceuahyrerninegatreaesctiteiipnagsi hands or clothing—yet it prints sharp, clear, black 
WILL NEVER HARDEN CLOTH 


PAD or Clog Drum copies. Works perfectly in any standard mimeograph 
duplicator. 


ORIGINAL “DIAGRAPHY 


SHENCHS” exid teee end em DRAMATIC DEMONSTRATION KIT! 
pecially formulated for use 


with this process cost no 


more than ether goed qual> Lets your customers actually see DIAGRAPHY being 
used— provides the “‘clincher” for many extra sales! 
Write for full details on this super-selling help. 
Special DIAGRAPHY Paper necessary in “DIAGRAPHY” is protected by patent ap- 
this process is manufactured exclusively by plications in the U.S.A. and foreign coun- 
these four leading American paper mills: tries throughout the world. 


HAMMERMILL, NEKOOSA-EDWARDS, MEAD 
and NORTHWEST PAPER COMPANY. 


Another Outstanding Product of 


THE PRINT-O-MATIC CoO., INC. 
724 W. WASHINGTON BLVD. @ CHICAGO 6, ILL 


Pioneers in New and Better Stencil Duplicating Products 
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Wilson Jones Names 
Southeast Representative 

Frank Lane of Greenville, S. C., 
has been named Wilson Jones Com- 
pany’s “GrayLine’’ representative for 
nine southeastern states. Lane’s terri- 
tory includes Florida, Georgia, Vir- 
ginia, North and South Carolina, Al- 
abama, Louisiana, Mississippi and 
parts of Tennessee and West Virginia. 


Geological Globe 

A unique globe, designed to show 
the geological structure of the earth's 
crust and fiery interior, was designed 
and constructed by Rand McNally & 
Company. 

The globe, six feet in diameter, was 
built at the special request of the 
Royal Ontario Museum, Toronto, Can- 
ada, for permanent exhibit in the ge- 
ology gallery. It cost $20,000 and took 
three years to make. 

The sphere will revolve continuous- 
ly with the top half slowly lifting 





Frederick G. McNally (left), vice president 
of Rand McNally & Company, and Mor- 
ris N. Kirshner, secretary-treasurer of 


Mastercraft Associates, examine the 
unique globe built for the Royal On- 
tario Museum, Toronto, Canada. 


every three minutes to expose scien- 
tists’ concept of the temperature, in- 
tensity and composition of the earth’s 
core. 


SoundScriber Names 
Vanderlip To Board 

Frank Vanderlip, partner in Vander. 
lip Associates investment firm of New 
York, has been named to the board of 
directors of the SoundScriber Corpora. 
tion. His appointment increases 
SoundScriber board membership to 
eight members. 


Ad Campaign Tops 
Dennison Promotion 

The Dennison Manufacturing Com. 
pany has announced an extensive ad- 
vertising and promotion campaign to 
back up its new line of gift-wrapping 
papers and supplies. 


Ring Brothers Move 
Into New Quarters 

Ring Brothers Toys, Philadelphia 
wholesalers, marked their 10th busi- 
ness anniversary in January by moving 
into a six-story building. The build- 
ing, containing approximately 56,000 
square feet, was purchased for $138, 
000 according to partners David W. 





and Maurice W. Ring. 


Easy sales in BIG: humbers 








Fbkak nk 


bcm anal 
LIFETIME aa BINDER COVER 






















t 
_t? eget 
grct cout we 4 m Kine 
PUT THE & t gecut! —_ split 
MAGAZINE IN, a, actions: - 7 wneels 
se ne yromnatle A sales “‘natural’’ when- 


GUESSWORK OUT 


FINEST quality heavy-duty magazine binders. “Picture window” 
front of clear, semi-rigid Vinylite displays magazine cover. RIGID, 
FIRM backbone and back cover of top-quality binder board sealed 
between 2 layers of Spanish crush grain Vinylite. Colors, Navy or 
Flame Red. Scuff-proof, wipes clean. Wire-O metal rod makes 
quick, easy insertion. Order by magazine height. Wonderful for 
telephone book covers (to %4” thick). 


ever large figures and easy 
readability are called for. 
This popular machine 
gives customers easy-to- 
read numbers on time 
cards, file folders, records 
. . and gives you quick, 
profitable sales! Le 











Cat. + Max. Mag. Ht. Price 
re #120A 8” $1.35 ea. 
a #1208 9%” $1.50 ea. 
5% on 1 doz. #120C 1042” $1.65 ea. 
10% on 3 doz. or more #120D 11%” $1 80 ea. 
#120E aa $1.95 ea. 
Write for catalog #120F 13” $2.20 ea. 
or ee your jobber. #1206 14” $2.40 ea. 





Dealers net prices shown. 


“ Ap COMPANY 


Flushing 58, 


ot '*n, 
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NOW IN A CONVENIENT 
PULL TAB BOX! 


STAMP PADS 











EASIER TO STOCK — EASIER TO SELL! 


LOUIS MELIND CO. 
3524 N. Clark Street 
CHICAGO, ILL. 
DALLAS, TEXAS 

LOS ANGELES, CALIF. 






artag, 
a 
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Like Magic! Each 
sale changes your 
counter display. 
Donald and 
Mickey slates pair 
up in alternate or- 
der. Sell Donald 
... presto Mickey 
takes over to 
charm customers. 


No. 35 Colorful display. 814 
x 13 slates, 2 doz. assorted. 6 
displays to shpg. case, 39 lbs. 


Strathmore Co. e Aurora, III. 


30,800,000 DISNEY AUDIENCE Builds Volume 
Every night and BIG Wednesday TY SHOW 


PROFIT . . from the Tremendous TV Tie-up! 
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“Silk Effect’ , 
the most unusual napkin. 
sight. Lovely assortment 


Sheer silk-like texture. 
in two sizes. 


Sells on 
Prompt shipment. 





1 doz. 
Write for illustrated price list our pl 


ea. luncheon and cocktail size $14.20 —_ postage. 
t ine quisite 





imports for unusual gifts. 


Permanent Show Rooms 
New York - J. Kenneth Zohn Chicago - The Zangs Co. 
225 - Sth Avenue 1598 Merchandise Mart 


FRED BAUMGARTEN 


EXCLUSIVE IMPORTS Dept E-3 
1000 Virginia Ave. N. E. Atlanta 6, Ga. 
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NEWS 


Schattman Rejoins 
Atlantic Playing Card Co. 

Bert C. Schattman has rejoined At- 
lantic Playing Card Company as 
sales manager it 
was announced re- 
cently by William 
R. Frascolla, pres- 
ident of the firm. 

Atlantic is an 
affiliate of Saffa 
Match Company 
of Milan, Italy. 
. Schattman, who 
Schattman was associated 
with Atlantic for 20 years, left the or- 
ganization in 1952 to become engaged 
in other activities. 


















Name Representative 
Clauss Cutlery Company of Fre- 





Pad and Paper 
Company Expands 

The latter part of September is the 
anticipated completion date for the 
new two-story structure being built 
for the American Pad and Paper Com- 
pany, Holyoke, Mass. 

The building will 
square feet of floor 
5,000 feet of office space. Because 
of the slope of the land, the area 
of the second floor is almost double 
that of the first floor. Fluorescent 


have 115,000 
area including 


mont, Ohio, has appointed Pat Patter- 
son of Cleveland, Ohio, sales represen- 
tative for Michigan, Ohio, Kentucky 


and West Virginia. of the building. 





RULERS and 
YARDSTICKS 





Quality Products 


Dependable Service 


sEWWBECA 


NOVELTY , INC. 





Write for catalog, 
prices. Buy from your 
\ nearby jobber. 





52-54-56 Miller St., Seneca Falls 6, N.Y. 
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FAULTLESS CLIPS 


Faultiess clips are indispensable for any instrumen: 
you may wish to carry in your pocket. They will keep 
your instruments conveniently located ready for use. 

You will be pleased with the high quality and brilliant 
nickel finish of these clips. They are manufactured from 
the best steel available. Tempered steel is used for 
the encircling band and spring which are carefully treated 


to give long service and high flexibility. 

Faultless clips are available in three sizes: pencil, 
medium and large. You may obtain them carded ‘4 gross 
to a card or in bulk packaging. Write for samples and 
prices. 


L. D. Van Valkenburg Company 


HOLYOKE, MASSACHUSETTS 


Quality Est. 1896 Service 
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lighting, gas fired unit heaters and air 
conditioning are among the features 





When the new structure is com. 
pleted, the American Pad and Paper 
plans to sell its present four-ston 
plant, which is across the street from 
the construction site. 


A paper converter operation, the 
company was started in 1884 for the 
purpose of making pads from bond 
sortings and rejected paper made in 
the Holyoke mills. The line was soon 
expanded to include writing tablet 
and folded paper. 

The present plant was erected in 
1895. Since that time it has been 
necessary to build a storehouse, an ex- 
tension to the main plant and a cover. 
ed shipping platform. In 1952, the 
company rented the top floors of an 
adjacent plant for storage. 

The company does about 75 per 
cent of its business with commercial 
stationers, and 25 percent with college 
bookstores. 


New NOMDA Trophy 

With the retirement of the Liston 
Jackson trophy for increased member. 
ship by a local es 
association by the 
Southern Califor- 
nia OMDA's 
third win in three 
years, a new tro- 
phy has been of- 
fered. 

Liston Jackson, 
former president 
of NOMDA, has 
changed the ver- 
sion of the trophy 
from the slender 
gold cup which was retired. The new 
award is in silver, two feet tall, with 
a black base and a victory figure on 
top. 

This trophy heads the list of awards 
and prizes to be gained by bringing 
new members into the organization 
The goal set by president D. L 
Keeny, Jr. is 2,000 members. 


> 
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los Angeles, 3137 Kelton Avenue, BRadshaw 2-1456 









MODERN alionor 


AND OFFICE EQUIPMENT DEALER 


Announces The New 


NOFA CONVENTION DAILY 


We are very happy to announce that Davidson Publishing Company has 
been selected by the National Office Furniture Association, to publish a 


daily newspaper serving everyone at NOFA’s annual conventions. 


We welcome the opportunity this gives us to extend our publishing 
service to provide a daily for each of the two big industry conventions— 
NOFA in the spring and NSOEA in the fall—in addition to our two monthly 
publications in the field, MODERN STATIONER and OFFICE EQUIPMENT 


DEALER and MODERN RETAILING. 


MODERN STATIONER and OFFICE EQUIPMENT DEALER’s first NOFA 
CONVENTION DAILY will be published in conjunction with the association's 
annual meeting in New Orleans, Louisiana on March 28 through 31, 1957. 


To exhibitors, it will offer an unexcelled advertising opportunity every 


day of the convention. 


To everyone attending, it will provide a daily guide and information 


source never before available. 


It will be the same type of colorful, pictureful, newsy tabloid as MOD- 
ERN STATIONER CONVENTION DAILY was at the NSOEA Convention last 
fall. Copies will be distributed early in the morning throughout the Jung 


Hotel and other New Orleans hotels each day of the convention. 


If you have an advertising message to get across to this NOFA Con- 
vention now is the time to make your reservation. Contact the Davidson 


Publishing Company office nearest you. 


c 


Modern Stationer and Office Equipment Dealer 


Convention Daily 
DAVIDSON PUBLISHING COMPANY 
New York, 250 Fifth Avenue, MUrray Hill 3-4723 
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Chicago, 612 North Michigan Avenue, WHitehall 4-5407 
Duluth, 405 East Superior Street, RAndolph 7-2963 


























TT a ee igh id ed out, despite the competition of 
other writing tools. 

The rise is attributed in part by 
Nissen to a consumer education pro- 
gram undertaken in 1953 and sched- 
uled to be broadened in 1957 by the 
addition of a cooperative program for 
dealers. 


Convention Chairman 
Charles Chap- 
pell has been 
named Pittsburgh 
chairman of the 
1957 National 
Office Machine 
Dealers Conven- 
tion and Trade 
Exhibit. The 
event is scheduled 
Chappell for June 30 to 
July 3 at the Penn-Sheraton Hotel. 











This sketch shows the modern office 
building to be constructed in Washing- 
a My ton, D. C., by the Molser Safe Com- 
Of Quality Wood Pencils pany. The building will also house Mos- 


Sees Increase In Use 


ler Research Products, Inc., an affiliate 


A steady increase in the use of +6 eeu : . = 
specializing in electronic security equip- 


higher quality wood-cased pencils dur- ment. 

ing 1957 is foreseen by Clyde T. Nis- 

sen, executive vice president of. the New Trade Show 

Lead Pencil Manufacturers Associa- The First Annual Eastern Commer- 

tion of New York. cial Trade Show is the name selected 
Per capita consumption of lead for the trade show to be run by the 

pencils has been rising consistently Metropolitan Travelers Club in con- 

over a three-year period, Nissen point- junction with The Stationers Associa- 





tion of New York. The show will 
held Saturday, October 26 to Tuesday, 
October 29 at the New York Trad, 
Show Building, New York City. 


Victor Names Spangler 
To Managerial Post 

John L. Spangler has been named 
manager of the Victor Adding 
Machine Company's Brooklyn brand 
replacing J. R. Von Arx, who died te 
cently. 


Remington Announces 
Movie On Typewriter 
The first and only motion pictur 


ever produced, “The Typewriter in 
Business’, on the many adaptations of 
today’s typewriter has been announced 
by Remington Rand. 

The film demonstrates the purpos 
and use of important typewriter de. 
vices, attachments, keyboards and 
other variations and shows how a 





office can run more efficiently with 
these modern typing developments 
with well-trained people to operate 
machines. 





PAPER ART designs add fo party fun...and sales! | 







THE 


Birthday 
Party Themes 








eee A NEW IDEA FOR WRITIA 


Already a best-seller in over: 


counter sales in test markets, 
Two New =f- KOH-I-BALL Pencil promises to be 


even bigger hit in 1957. Top 

streamlined nose-piece and bea 
finish—together with the interche 
able refill feature which means 


stantial savings to the customer 


repeat sales to the dealer—mak 
ir KOH-I-BALL a must on every b 


list. 





In 
Complete Sets Rall Dp 


Matching cups, plates, napkins... 












trace to hidden treasure! These two popular 
themes will spark many ideas for party 
fun ... make extra sales for you. 








Paper Art Company, Inc. * 25 yrs. in America’s finest stores 
' 3500 North Arlington Avenue, Indianapolis 18, Indi 





@ Please send us your 1957 Catalog supplement to 


Store Name 








'® Address. 















KOH-I-NOOR PENCIL C0. I-BALL, with Red and Blue points 


BLOOMSBURY, NEW JERSEY 
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“es KOH-I-BALL 3021 


plus a table cover with a route that small fry can | RETAIL 29c EACH (Blue/Black Refills 15¢ Each) 


Complete range of refills with co 


coded tips for quick identification 


(4) Colors (5) Liquid Lead (6) Rep 
ducing. 


e 
Write for complete new catalog ag 
of 1957 PAPER ART products. cludes: (1) Regular Writing (2) Fi 
Ball for Accounting (3) Blue4i 


ee ee ee 


The popular double-ended KO 


opposite ends still only 49¢ each 























ote: 









RIDING THE CREST 


OF POPULARITY! 


show will be 
» to Tuesday, 
York Trade 
tk City. 


Over 7,000 dealers through- 
a out the United States have 

n named A }. - ( vy }, been having ‘Whale of Sale’ 
tor Adding |: a ' days with SPHINX—a na- 
klyn branh§ / j | tional leader in the typewriter 
who died te ff +1 y f paper field! 





A PAPER FOR EVERY OFFICE NEED! 


otion picture 
ypewriter in 
daptations of 
announced 


























the purpos 
ypewriter de. 
boards and 








iSAXON PAPER CORPORATION 


40 WEST |8th STREET NEW YORK ll, N. Y 
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15¢ Each) 


presenting “ARROW” 


... THE NEW KEM SIZE, 


‘efills with co 
PLASTIC POKER CARD 


identification 
Designed for serious players of any card game, 


Writing (2) F “ARROW” will appeal especially to men and 
| (3) Blue-Bi should prove to be a sales building addition 
Lead (6) R to the regular Kem line. In Red and Blue, it 
_ ? is packed in our standard black plastic boxes, 
\IVZ/ for Poker and Bridge. 

—_ $7.50 Double deck 
; $3.95 Single deck 

le-ended KO i 
‘eo KEM PLASTIC PLAYING CARDS, INC. 





595 Madison Avenue, New York 22, N. Y. 





nly 49¢ each. 













ote: Improved Kem terms — 2% 10 E.0.M., F. 0. B. Poughkeepsie, N. Y. 





1 on last 
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New! 


TEL-O-PEN 


in telephone colors 


2.95 





















The newest decorator's note, 
made of durable Tenite, the 


self-same material and colors as the new color 







phones. A superior ball point pen skillfully en- 
gineered for perfect writing. The refill is silver 
lined throughout for perfect ink control. Neatly 
boxed for gifts. Refills, in four colors, 49¢. 


Veta, Note 


Over 80 different notes for 


over 40 different occasions 


In no other line can your customers find notes 
so perfectly suited to so many kinds of parties, 
showers, announcements or so many ways of say- 


ing ‘thank you". Write for catalog C and see 


this fast selling array. 
Visu-top box of 12 for 59¢ 








Free display tray with 
order for 72 boxes. 


— 
, EMPIRE STATE BUILDING 
C melt wil. NEW YORK I, N. Y. 


32 EAST UNION STREET, PASADENA, CALIF. 





N. Y. GIFT SHOW - Room 551, Hotel New Yorker 
ALLIED GIFT & JEWELRY SHOW - Dallas, Texas 
BOSTON GIFT SHOW - Booth 39, Hotel Statler 


SHOWROOMS 


G. J. EBERHARDT - I519A Merchandise Mart, Chicago 
ALFRED A. WEST - 100 Merchandise Mart, Dallas 
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Many new candles and new holders grace 
the leading candle line for '57. Glamorous 
gold, lustrous silver and an antique finish 
have been added to popular sizes in 
Tapers, Renaissance and Spiralites. Colonial 
is one line on which you can depend for 
newness and consistent year-round profits. 





A trio of three single holders each of 
different heights (No. 703, 704, 705, with 
the lowest 7” high) lend themselves to a 
variety of arrangements and a greater unit 
retail sale — shown in this arrangement 
the three sizes with 12” gold tapers. Finish 
of holders is satin gold. 


SEND FOR COMPLETE CATALOG 


Colonial Candle(o. 
of raat On 66 


HYANNIS, MASSACHUSETTS 
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Preparing for the Fountain Pen and 
Mechanical Pencil Manufacturers’ Asso- 
ciation’s appeal to the House Ways and 
Means Committee for the repeal of the 
ten percent excise tax on writing instru- 
ments are: (left to right) Craig R. 
Sheaffer, association president, Frank D. 
Waterman, and association executive 
vice president, Frank L. King. 


Representative Retires 

George Cohen, representative for 
the S. K. Smith Company retired on 
the first of the year after serving 
with the company for 30 years. 

Although giving up active coverage 
of his territory, Cohen will continue 
with the company in an advisory 
capacity and will be on hand at the 
Chicago Gift Shows and New York 
Stationery Shows. 

W. J. O'Connor, Jr., has joined the 
sales force of S. K. Smith Company 
and will cover Cohen's former terri- 
tory of Illinois and Wisconsin. 


Bulman Names 
Sprague Manager 

Robert M. Sprague has joined the 
Bulman Corporation of Grand Rapids, 
Mich., as plant manager where he 
will be responsible for product en- 
gineering and development and all 
manufacturing activities. 

Sprague was formerly methods en- 
gineer with the Westinghouse Electric 
Corporation and plant general fore- 
man, senior industrial engineer and 
methods engineer with Corry-James- 
town Manufacturing Corporation. 


Founder Dies 

Sam I. Wolf, one of the founders 
of the Wolber Duplicator and Supply 
Company, passed away on December 
23, 1956. Mr. Wolf was 62. He had 
served the company as president until 


his death. 


46 


Index Company Moves 

The Aigner Index Company has 
recently announced its new address 
which is 44-16 23rd Street, Long Is. 
land City 1, N. Y. 


Esterbrook Adds Two 
Field Salesmen 

The Esterbrook Pen Company has 
added two new salesmen to its field 
sales force, according to John T 
Brown, general sales manager. 

Neil F. Ford of St. Louis will cover 
eastern Missouri and central and 
southern Illinois, and Bernhard A 
Waetjen of Pennsauken, N. J., will 
cover eastern Pennsylvania. 


Underwood Names 
Two To New Posts 

The Underwood Corporation has 
announced the appointment of James 
L. Guthrie as national adding machine 





Guthrie Brooks 
division sales manager and R. G 
Brooks as manager of the new appli 
cations development division. 

Guthrie was formerly adding m 
chine division manager in Washing. 
ton, D. C., while Brooks served as 
a special representative with IBM and 
the Burroughs Corporation _ before 
joining Underwood in April. 





counter CASH DRAWER 339° 
6 coin tills, 5currency compartments. 
Warning bell and disc tumbler lock. 


Made of Indiana hardwoods. Smooth 
lacquer interior. Natural lacquer 
or office rey eet (specify). 
Size 18%" 14% 4%" High. 
High Quality, Recehen Built. 
Standard Dealer Discount. 
Order or write today! 
SRDANA CASH DRAWER CO. 
Bex 236N, Shelbyville, ind. 





Mfgrs. Cas) 
Drawers for 
over 34 yean 
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| ere CARTON OPENERS 
ee STRING CUTTERS 
Write for literature and latest prices 
MODERN SPECIALTIES CO. 
4301 W. Ogden Ave., Dept. MS 
Chicago 23, Ill. 


a) 
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“The biggest 
thing that ever 
happened in 
the dictionary 
business!" 


—HOWARD KLEIN 
Pres., Burrows 
Brothers 














GIT ONE. RY i 


woh the Americ: an I: 


ANngQuage 





MOST UP-TO-DATE 


MORE THAN 
100,000 ENTRIES 
(25% MORE THAN ANY 


DICTIONARY NEAR THE PRICE) 
89% pages © Over 600 Illustrations 


WEBSTER’S NEW WORLD 


THE AMERICAN 
LANGUAGE 


DICTIONARY ° 


Concise Edition 


ORDER THROUGH YOUR WHOLESALER 


THE WORLD PUBLISHING COMPANY 
- - + for more details circle 164 on last page 

















— and just look 


at these 
discounts! 
SMALL LOTS assorted 40% 
25 “ 41% 
50 “ 42% 
100 “ 43% 
250 “ 44% 











45% 














Send for 
MACO M-50 
Catalog on 
Stock and 
Made-to-Order 


items 


‘ate J.L.MAY COMPANY, Src 


‘Tag Makers Since 1916” 


109 WEST 19" ST, N.Y.11, NY. 


WaAtkins 9-0357 
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IT’S EFFICIENCY 
WITH THE 
MODERN LOOK! 





Time-savers on the desk top...and with the 
modern look you want! Everybody approves 
when you select desk top equipment designed 
by the Bert M. Morris Co. They're matched in 
color, style, and utility! 

Include this modern desk top equipment in 
your office planning. Available from the Bert 
M. Morris Co. is a 1957 Catalog to help you 
plan wisely. Write for it! 


ESSENTIALS IN EVERY OFFICE 


MORRIS SAFE-T-SET 

Beauty with efficiency—large ink supply can’t 
leak, won't spill, is easy to fill. 

MORRIS MEMO HOLDERS 

Holds standard memo paper. Available with 
ball point pen attached. 

MORRIS PHONE REST 

Frees both hands. Fits all phones—either 
shoulder. 

MORRIS TRAYS—LETTER & LEGAL 

Easy access with rear suspension. Stacks to any 
height. 

MORRISHARP ELECTRIC 

PENCIL SHARPENER 

Fast, self-starting. Cutting stops when desired 
point is obtained—choice of medium, fine, 
extra-fine. 

MORRIS ASH TRAY 

HE-MAN size... Perfect for sales meetings... 


removable glass liner...matches newest style 
in steel office furniture. 


BERT M. ORRIS CO. 


8651 WEST THIRD STREET, LOS ANGELES 48, CALIFORNIA 
In New York: 381 Fourth Avenue 
In Canada: McFarlane Son & Hodgson, Ltd., 
Montreal, Quebec 
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WIN © 


A 3-DAY ALL-EXPENSE #3 


STAY FOR 6 PERSONS 


at this deluxe northern lodge! 


Announcing the 


1957 


AWARDS | 
for 


MERCHANDISING 
ACHIEVEMENT 


YOU ARE INVITED to participate in a new 
and stimulating competition for stationers only 
presented by the makers of “Scorcn’”’ Brand 
Tapes in recognition of the merchandising skill 


shown by stationers all over the country. 





16 VALUABLE PRIZES will be awarded. Participants will be judged by an 
impartial panel of merchandising experts. Awards will be based on contestants’ 
merchandising of ‘‘Scotcn” Brand Tapes and related products during the period 
March 1-May 31, 1957. Selection of winners will be determined by such factors 
as special displays and advertising, in-store and out-store sales activity, full line 
distribution and actual sales increases. 


THE GRAND PRIZE is three full days for 6 persons (3 members of your organi- 
zation and their wives), all expenses paid, at famed Roberts Pine Beach Hotel on 


beautiful Gull Lake, Minnesota. Air transportation both ways is included. 


15 FIRST PRIZES of this personalized 
deluxe desk set complete with unique tape 


dispenser will also be awarded. 


JUDGES OF THE CONTEST have been selected because of their wide knowl- 


edge and experience in the field of merchandising. They include: 


ROSE CUSHMAN, Editor, National Stationer 
GEORGE TICE, Managing Editor, Geyer’s Dealer Topics 
ROBERT SCHRANCK, Managing Editor, 
Modern Stationer and Office Equipment Dealer 
WALTER LENNARTSON, Editorial Director, Office Appliances 


Your “Scotcux” Brand Tape Salesman is ready now to register you for the 
1957 Awards for Merchandising Achievement. Get full details from him on his 
next call. Remember, everyone has an equal chance to win the Grand Prize or the 
fifteen First Prizes. And your contest effort is sure to mean extra sales and 
extra profits for you! 


See your 


“§COTCH” Brand Tape 


Salesman for complete details 


aoovcr On 


¢ 
The term “Scotcu”™ is a registered trademark of Minnesota Mining and Manufacturing Company, St. Paul 6, Minn. (3M 
Export Sales Office: 99 Park Ave., New York 16, N.Y. In Canada: P.O. Box 757, London, Ontario. 


*escanc™ 
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Miss Margaret J. Gibson (second from left) and Mrs. Mary K. 
Hendricks were guests at a dinner in their honor given by 
the officials of the Joseph Dixon Crucible Company, for a 
half century of service with the lead pencil company. Pre- 
senting them with 50-year diamond service pins, company 
checks and engrossed resolutions are E. M. Cabaniss (left), 
chairman of the board of the Dixon company and Frank G. 
Atkinson, president. 


These fire-safe salesmen are also fire fighters. Pictured in 
front of the River Oaks Volunteer Fire Department, River Oaks, 
Texas, are (left to right) Ben Woodson, Noland (Buddy) Brooks 
ond Bill Anderson, all of the Wholesale Office Equipment Com- 
pany of Fort Worth. When they’re not fighting fires, they 
sell fire-insulated safes and files for Meilink Steel Safe Com- 
pony. 


50 


Harter Corporation customers in the Western states are now 
being served by this new office and warehouse building in 
Belmont, Calif. The building has over 10,000 square feet of 
floor space for the steel office choir firm. Home offices and 
main plant are in Sturgis, Mich. 


TV star, Dave Gar. 
roway, tries to bel- 
ance the world’s 
largest lead pen- 
cil behind his eor 
while actress Lee 
Fields ,‘’Miss Lead 
Pencil,” looks on 
amusedly. Lee, 
who recently ap 
peared on Garro- 
way’s NBC-TY 
program, “Today”, 
presented him 
with the six foot 
replica of the no 
tion’s best selling 
writing instrument, 


| 
é 
r 


Conferring on the first Trade Exposition of Suppliers to the 
Bank, Office and Store Fixture Industry are these members 
of the National Association of Store Fixture Manufacturers. 
Left to right are: W. S. Wyckoff, exposition chairman; Robert 
L. Strauss, NASFM executive secretary; Richard F. Kaufman, 
association president; and W. F. Aschinger, Jr., publicity chait- 
moan. The exposition, sponsored by NASFM, will be held e 
the Conrad Hilton Hotel in Chicago on March 21-22. 
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are now 
uilding in 
re feet of 
ffices and 


est selling 
instrument, 


YOUR CUSTOMERS WILL BE ASKING ABOUT THIS 
Moadeily Fol 


ALMOST INVISIBLE GLASS WITHOUT GLARE 
NON-REFLECTIVE UNDER FLUORESCENT-INCANDESCENT OR NATURAL SUN LIGHT 


NEW 


TRU-SITE 


fe} Bic WV 43 


Glass Tops 


for Executive Furniture 








THERE IS A PROFITABLE ARRANGEMENT 
ON TRU-SITE 
WITH YOUR LOCAL GLASS DEALER 
WRITE FOR DETAILS 


~DEARBORN ae fs COMPANY 
6600 S. Harlem Avenue, Bedford Park . P.O. Argo, Illinois 
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Colorful reasons why so many people prefer 


r IXO N 


1. Dixon Thinex ¢ 2. Dixon Best + 3. Dixon Anadel 


Complete Color Charts A 

The 44 page catalog distributed by 
the Eberhard Faber Pencil Company 
is packed with over 500 items and 
contains color charts of all color pen. 
cils and Nupastels, a new paper-mated 
eraser chart with color key and a four- 
page section of self-selection merchan- 


<0) 
so ; 
9 


dise for point-of-purchase display. 


CMC See Mad ange | froser Catalog E 


A 16 page catalog entitled ‘They 
correct mistakes in any Language’”’ des. 
ORE Ci umotibame | cribcs the erasers manufactured by 


38 Sparkling Colors 


Hold points longer. Give Weldon Roberts Rubber Company. 
MCA itis ieleigem | More than 100 types, sizes and assort. 
SMEARPROOF, FADEPROOF. ments are listed in the catalog. 


Dictionary Sales Promotion C 

This material, available from the 
G. & C. Merriam Company, publisher 
of Webster's New Collegiate Diction- 
ary, is aimed at the promotion of dic- 
tionary sales to business firms by sell- 


DIXON BEST COLOR PENCILS ing Strategic Dictionary Placement. 


36 Brilliant Colors Included is a script for sales meet- 


DIXON @® BEST @ BRIGHT RED - 321 


Thick lead crayon pencils. Sharpener- | ing presentation and copies of the 
proved. Smoother, stronger | small SDP folder for statement en- 


longer-lasting. WATERPROOF, f] Comme muilings. 
SMEARPROOF, FADEPROOF. : 

Pencil Catalog D 
A 40 page four-color catalog show- 
ing the pencil products manufactured 
by the Joseph Dixon Crucible Com- 

pany is available from the company. 
The 1957 catalog contains two sep- 
DIXON ANADEL COLOR PENCILS arate indexes, one listing the contents 
24 Beautiful Colers alphabetically, the other by trade num- 
ber. No prices have been listed to 
make the catalog available to consum- 

ers as well as dealers. 


Blendable when wet, erasable 
when dry. Unusual’ point strength, 


smooth texture, extreme clarity 


Monthly News Bulletin E 

Specials from the line of the GC 
Thru Ruler Company, as well as new 
products and display news, will be 
shown monthly in the ‘“C-Thru Gram” 
instituted by the company. This 
monthly news bulletin is available 
without charge by request. The com- 
pany manufactures and markets 3 


comprehensive line of drawing devices 
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Set your sights on the 


e These attractive H-O-N Bookcases ap- 
peal to a broad, broad market; not just a 
small, exclusive clientele. And H-O-N offers 
you a wide selection of 12 different models 
to better serve your customers’ requirements. 
H-O-N’s distinctive styling and moderate pric- 
ing win sales — and repeat sales. 

Many dealers have found substantial sales 
volume in H-O-N bookcases; that here is a 
product line worth pushing. Practically every 
commercial, professional and institutional ac- 
count on your books is a prospective custo- 
mer. The records conclusively show that an 
initial sale frequently leads to continued re- 
peat business. 

These fine units combine quality appearance 

















broad bookcase market 


and excellent performance — at prices your 
customers ¢an accept. Available in 30 Series 
(30” high) and 48 Series (48’’ high), in either 
18” or 11-5/8” depths. Open front and glass 
or steel sliding door models. Shelves adjust- 
able on 2” centers. Doors operate with 
finger-flick ease on quiet nylon rollers in 
steel travelers. 

lf you aren’t carrying these bookcases in 
stock now, send us an initial order — and 


set your sights. 


--O-'N 


OFFICE EQUIPMENT 





THE H-O-N COMPANY, MUSCATINE, IOWA 








SEE YOU AT BOOTH 220 AT THE NOFA SHOW IN NEW ORLEANS, MARCH 28-31. 
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E3-1654 FRANKFORT, KY. 
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“Increase your 1 PROFITS with 
(EEMED) STANDARD FORMS 


"FREE New catal — Standard Redi- 
fixt forms, register forms, |.B.M. forms, 
W-2 and tox forms, NCR, etc. Write 
for Catalog M. 


CONSOLIDATED BUSINESS SYSTEMS, INC. 


30 Vesey St., New York 7, N.Y. BArclay 7-3687 
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ANOTHER 


big sales feature for 


BOSTON [3] 


CHAMPION 
portable sharpener 


3 DECORA? TIVE COLORS 
green-blue-sandtone-gray 
¥color, to match or complement 
modern office decor 

¥ simple feed it-hold it-turn it operation 
¢ no fall-out of shavings 
v¥ automatic feed and stop 
¥ huge market of modern offices 
¥ year-round sales promotion 


como HUNT <B 


C. HOWARD HUNT 
PEN COMPANY 
Camden 1, New Jersey 
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FINE ACCESSORIES FOR FINE DESKS 


Originators 
and Designers 
of Complete 
Line of 


Write for 


nae Cote This desk set retails for approximately $15. 


REDI-RECORD' PRODUCTS CO. 5i,West71 5 


New York 10, N. Y. 
- - = for more details circle 149 on last page 





NEW PRODUCTS 


- + (Continued from page 13) 


Eraser Display Cabinet 2} 

The No. 167 Eraser Display 
Cabinet, shown here, is Eberhard 
Faber’s newest merchandising aid 

The black rift oak fixture has 
a dust-proof plexi-glass cover for 
self-selection. The cabinet comes 
packed with 174 erasers in the 
15 most popular Eberhard Faber 
commercial numbers. 


Perimeter Lounge Seating 22 


. 7 


The new Perimeter line by the B. L. Marble Company is 
designed to supply attractive continuity to lobbies, offices, recep. 
tion rooms and institutions. 

The units can be flexibly positioned as single, two or three 
seaters with or without arms. Attachable tables are optional, along 
with practical corner radius units. 


Hand Cleaner 23 


Nice-N-Ezy, a liquid hand cleaner made by the Scata- 
Grime Manufacturing Corporation, is said to be extremely ef- 
fective in removing stains from hectograph, multigraph, mimeo. 
graph, carbon papers and indelible pencils. 

The new product is certified by the maker to contain no 
acid, abrasives or free alkalis. Samples of the product ar 
available on request 


Baby Book 


A new idea in baby 
books, “The Day I Was 
Born,” published by Green- 
berg, allows the proud 
parents to prepare a docu- 
mented record of what was 
happening in the world 
on the day of the birth 
of their child. 
Made to retail at $2.95, 
the book has spaces for newspaper pr of the day’s headlines, 
weather, movies, TV stars, song hits, fashions, ads, as well a 
pages for family photographs and the birth announcement. 


Automatic Collator 25 


A fully automatic elee 
tric collator, that is said 
collate 24,000 sheets pet 
hour, is available to the 
office equipment an@ 
graphic arts industries. © 

Manufactured by the 
Collamatic Corporation, the 

machine gathers, jogs 
counts, staples and s 
in a series of completely 

. automatic operations. 
operator needs only load each bin with the sheets and rem 
the stapled sets from the stacking bin. : 
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muaa| automatic electric eraser 


COLMAN good profit maker with a wide market 


Get your share of the profitable electric eraser business. 
Sell the fully automatic Barber-Colman electric eraser 
with exclusive self-starting feature. Just pick it up and 
start erasing. Quickly, smoothly erases pencil, ink, type 
... fine lines or solid blocks. A valuable timesaver need- 
ed by engineers-draftsmen, architects, artists, business 
offices, schools, studios. Carefully balanced palm- 

fit for effortless erasing. Quiet, efficient, trouble- 

free 115V, 60C a-c electric motor. Highly de- 
pendable . . . thousands in use. A good-profit, 
good-selling item for you. Accepted by Under- 

a Write now for prices and descriptive 

older. 


Barber-Colman Company 


Dept. O, 1245 Rock St., ROCKFORD, ILL. 
- - - for more details circle 106 on last page 
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NEW! NOW! 


ecortalor log 


IN FINE OFFICE STANDS 


New, exciting Decorator Colors 
now available in high quality of- 
fice stands by KOL, Inc. You can 
now have all your office machine 
and typewriter stands color co- 
ordinated at no extra cost! Your 
choice of five rich-looking baked- 
enamel colors. Every KOL stand 
comes with the special features 
that mean the best for your office 
needs. Every stand eauioned with 

peserr | exclusive ‘NOISESTOPPERS’ for of- 

TAN J fice quiet and easy-rolling, non- 

marking rubber casters. Write to- 

MAHOGANY day to DEPT. MS for complete de- 
aarti tails and our new color brochure. 


AT Bi EF @® INC. 


2323 ELLIS AVE. ST. PAUL 14, MINN. 
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NEW PRODUCTS .. 


Binocular Magnifier 


Accurate reading of 
meters, height gauges 
measuring instruments § 
sured with Magni-F 
according to the Edroy 
ucts Company. 

The magnifier leaves 
hands free to work 
giving greatly magnified 
sion in third dimensiog 

means of a pair of matched and balanced prismatic len 
is priced at $10.50 











Candle Holders 


Upticaliy ground and polished ~ ['wo brass holders, de- 
glass lenses. The unique green} / z signed to embellish and 
metal display stand makes 
sales easy. Each reader at- ’ 
tractively packaged in a 4 x4 three popular candles of 
Se eee unconventional size have 
“GROUP been introduced by Will 
my ome t $1. 75 & Baumer Candle Con 
eaders Lis i 
Readers List 2.25 ea. 4. pany. 
2-32" Reoders List 2. - 2 One fixture is inter 
3415" a ed : Y changeable for the larger 
TOTAL RESALE VALUE $29.00 type candles, while the other. item is a 5-candle candé 
One $2.00 Display Stand Free with 
Each Assortment 
PRICE TO DEALER — $17.40 
Open Stocks Available Less 40% 


TESTRITE INSTRUMENT CO. Name Plates 
135 Monroe St., Newark 5, N. J. : ‘ This Wessco Pe 
. Name Holder and 
ing Outfit is in the a 
of a do-it-yourself lettelin 


s : ’ outfit. 
the 1957 American eS, Installation of 


Exhibits at Hotels OK holders is quick and 
SHERATON McALPIN - NEW YORKER a 4 Complete installationy 
Also at ~¥ ie personnel - name plag 
200 FIFTH AVENUE + 1107 BROADWAY _ | makes a favorable im 
and other : _ & sion with both employ 
Permanent Showrooms ‘ and management. 


March 6th-15th 


For the first time starts on a Microfilm Camera 


WEDNESDAY A compact, duplex mic 


as “a : ‘ofilm camera that photo 
Exhibits open daily including : 4 : 
SATURDAY ond SUNDAY ML ee Dee ae et 


document simultaneously 


TOY MANUFACTURERS of U.S.A., inc. has been developed by 


200 Fifth Avenue New York 10, N. Y. Remington Rand Division 
of Sperry Rand 
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to 1, 35 to 1 and 42 to 1 reduction ratios. Full operating 
trols, warning buzzer and indicator lights assure simplici 
P operation. 
BEST-TEST is nationally advertised 
and nationally used for every past- 
ing and mounting purpose — it 
makes pasting @ pleasure! . Easter Cutouts 
BEST-TEST is clean — speedily ap- . , _ 
plied — will not curl, shrink or 7 : Purple toppers highlight the new od 
wrinkle paper. Stocked by leading » phane packages of full-color cutouts aé 


° 
wes MA. distributors everywhere. to the Easter decorative line offered 
SHRINKING j Eureka 


UNION , — . 
£ . A new assortment of 51/. by 7 inch 
RUBBER & BESTT TEST ' 9 bv 12 inch cutouts are available 
alc us 4 
ASBESTOS CO} ) pt pe these packages. 
TRENTON, APER CEMENT AER 


N. J. AND ACCEssopies 
Real 


hesive MODERN STATIONER, MARCH, 1§ 


Specialty Printing Company. 
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FRITZ-CROSS »*«s NEWS wits 
“SINGLE-STRUT” seatine 


HERE'S ANOTHER GOOD REASON 
why FRITZ-CROSS chairs are the new talk 
of \the trade. Model 900 is the newest, 
smartest thing in secretarial seating . . 
featuring a semi-rigid, single-support back. 
This single-strut design is more comfortable, 
more conforming; it looks better, feels bet- 
ter, promotes better efficiency! 

It's built to last . . . priced to sell. 


Available in leather, fabric or plastic, 
in 6 office-wise colors. Write for complete 
data on the complete Fritz-Cross line. 


il THE FRITZ-CROSS COMPANY 


| 300 E. FOURTH ST. ST. PAUL 1, MINN. 


o 


Visit Booth 218 at the N.O.F.A. Show in New Orleans! 


Have You Seen 
CRAM’S 


New Modern 


Spotlight 
on 


Quality 


Following the prepublication sale, repeat orders have been 
far beyond expectations. Until you see and examine this 
latest and newest Atlas, you really cannot know how good 
it is. Send in a trial order today. 

“<<. Send for NEW Catalog No. 67 


THE GEORGE F. CRAM CO. INC. 


730 E. Washington St., Indianapolis 7, Ind. 
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eee | Thermographers 


| HELIOGRAVED COMMERCIAL LINE and 


THE FLOWER WEDDING LINE 


Improve your profits 
and service with these 


Regency Features: 


® A big 50% discount 


® Orders shipped postpaid 
in 1 to 2 days 


® Heliograving—the finest 
raised lettering 


Send for your FREE catalogs today 


REGENCY THERMOGRAPHERS, 28 West 23rd Street, New York 10, N. Y. M.S. 
Please send me the FREE catalog(s) checked here: 

—_____Commercial Line Flower Wedding Line 

SINE tntcnmcenttntanienimeneen ___ 
CO  _ 
City . 


Company Nome_— 


State 
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NSOEA 3rd Regional Meeting 

The third regional convention of 
the National Stationer and Office 
Equipment Association will be held 
June 30, July 1 and 2 at the Claridge 
Hotel, Atlantic City, N. J. 


Beckhard Moves, Adds 
To Sales Force 

The Beckhard Line, distributors of 
styled writing paper and gift novelties, 
will be lecated in new quarters at 230 
Fifth Avenue, New York. Beckhard 
also has added the Hollises, Chuck 
Houser and Howard Gardiner to its 
sales staff. 





ENVELOPES... 

(Continued from page 21) 
vertisement can be presented as a situa- 
tion analogous to the attractive win- 
dow display which brings customers 
into the store for quick sales. 

The envelope is the window display 
to what is enclosed. Its appearance 








An artists conception of the $500,000 
Rogersnap Business Forms, Inc. shows 
the printing plant which is being built 
in the West Trinity Industrial District. 
The new facilities will mark the firm’s 
sixth expansion since it was established 
in 1939. 


should create the necessary desire to 
“look in’’ to see what's inside. 

Often the stress is on the sales letter, 
brochure or catalog. A loss of power 
may result when the envelope is not 
considered as part of the story. Dress- 
ing up the envelope will give the 
recipient a “come-on-in” feeling when 
the mailing piece reaches his desk. 

As one major envelope company 
aptly states it: “Color, copy or design 
on your envelopes are excellent ways 


to create that feeling. Use your en- 
velopes effectively as well as function- 
ally. For more sales on the inside, 
begin on the outside.” 





TAPE TRANSCRIBERS ... 
(Continued from page 19) 
sion to purchase the machine. 
Instead of outlining a particular 
budget arrangement, this dealer asks 
the customer what size down pay. 
ment he wishes to make, and how 
much he wishes to pay at specific 
periods. Eckert relates that well over 
half of the customers who don’t pay 
for the machine immediately are quite 
liberal when stating their own terms. 
“As long as we can get 20 percent 
down and full payment within six 
months, we can handle the sales our. 
selves and don’t have to get involved 
with outside financing,’ he added. 
In the cases when the customer's 
terms don’t meet those of the firm, the 














salesman mentions that the ‘20 percent | | 





» 












LOUIS MELIND 


COMPANY 


DALLAS 
714 N, St. Paul Street 


CHICAGO 
3524 N. Clark Street 


LOS ANGELES 
5254 Alhambra Ave 


stand on it! 


Complete stocks 
in all branches 
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Magnetic Pencil 











Most novel and practical accessory you've 
ever seen. Ball-capped mechanical pencil is 
held securely to the pin-on bow by a tiny 
magnet with Pat's exclusive, triple-power 
“socket” design*. Pencil pulls away easily to 
write... snaps back with a “‘click” and centers auto- 
matically! Indispensable to teachers, sales people, 
secretaries . . . the perfect gift for every woman. In 
white, blue, green, gray, red, black—with chromium 

trim. Eraser, extra leads inside screw-on cap. 
* Pat. Pending . 50 



















Far PRODUCTS 


Division of KETCHAM G McDOUGALL, INC., Box 15, Roseland, N. J. 
Send for catalog describing complete PAT line: 
Stamp Keeper * Tape Keeper * Reel Riter Ball Point Pen * Pin-On Pencil 




















TELattach Pencil * Key Keeper * M Matic * R 
s aitasiaiitinerneaii 
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Carbon Papers 
and 


Typewriter Ribbons 





The WRITE Way 
is the SURE Way to SALES 


WRITE Carbon Papers and Typewriter 
Ribbons are long-standing favorites with 
office managers who want the best in 
office supplies for the best results from 
their staffs. =a find that WRITE’s 
easy-to-handle carbon papers make more 
copies, cleaner carbons, and are 
economical to use. They know 

ITE typewriter ribbons pro- 
duce clear, crisp, uniformly 
ad letters—and last longer, 


Sell your customers on WRITE 
. . . and they will come back 
time after time for WRITE’s 
high-quality Typewriter Rib- 
bons and Carbon Paper. 


Fer Volume PROFITS--Feature WRITE 
Send for Samples and Discounts 
Tedey! 


PROMPT DELIVERIES 


WRITE 


INCORPORATED 


420 Lexington Ave., New York 17, N. ¥. 
Factory: Bridgeport, Conn. 
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THE DESK WITH 
FEATURES THAT 
OFFICE PEOPLE 
HAVE ALWAYS 
WANTED! 





® Tilt-back follower . 
with expanding front 


provides “V” work 

space. 
e “Vv” . EXPANDING ® 4 inches more drawer 
Drawer with adjust- filing space, with Sus- 


able front tension — pension Slide on all 


exclusive with drawers . . . full ca- 
NORTHWEST. pacity 27”. 
Plus attractive satin chrome hardware . . . lock in 


center drawer locks all drawers with one key .. . 
combination finishes . . . standard colors — gray 
and green — popular pastel shades available . . 
and cigarette and alcohol proof high pressure 
laminated or linoleum top. 

And, it’s available in ALL styles and SIZES. 
Here is a desk that you will find has an immediate 
acceptance with all your customers. You have only 
to show it to sell it. Ask us for complete details. 
prices and discounts NOW. 


20% MORE FILING 
SPACE WITH “V” EX- 
PANDING FILES... AN 
OPEN DOOR TO SALES 
YOU'RE NOW MISSING! 






It’s like an extra file drawer you're 
offering customers with any 
NORTHWEST “V” EXPAND- 
ING File . . . the 5 drawer shown 
here provides the usable filing ca- 
pacity of 6 rigid front drawers. 
This saving of valuable floor space 
fully meets today’s business de- 
mands in the face of high building 
costs. That’s not all — NORTH- 
WEST “V” EXPANDING Files 
incorporate features of maximum 


efficiency and convenience — plus the original economy 
of fewer files to do the job in any office. Let us tell you 
the complete story of “V’” EXPANDING Files (all sizes 
to equip any type office) ... 
357, prices and discounts today. 


NW 


write for new catalog— 


NORTHWEST 


METAL PRODUCTS CO. 
1337 E. Mason St. @ Green Bay, Wis 
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DISTINCTIVE 
SALES APPEAL 


PENCILS 
Lustrous 
Chrome 
retailing at 
$3.75 no tax 
12 kt gold filled 
retailing at 
$6:60 F.T.! 
14 kt gold filled 
ies ieliilale Meh] 
$8.75 F.T.1 


PENS 
Lustrous Chrome re 
tailing at $3.75 no 
tax 12 kt gold 
filled retailing at 
$6.60 F.T.l. 14 kt 
gold filled retail- 
ing at $8.75 F.T.I. 


fine 
writing instruments, Cross con- 
tinues its pace-setting trends by 


Traditionally the leader in 


offering quality merchandise at 
easy-to-sell prices. You can buy 
and sell Cross with complete con- 
fidence. Write for complete in- 
formation on the attractive new 
No. 46 


package deal consisting of two 


display assortment, a 


free displays and an excellent 
selection of Cross merchandise. 


i CROSS OM pPany 


FIFTY THREE WARREN STREET 
PROVIDENCE 7, R 
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down, six months to pay” plan can 
be handled without outside financing 
or legal entanglement. The transaction 
is then usually settled on this basis. 
For “borderline cases’’ custom- 
ers who are extremely interested in 
buying, but haven't quite made up 
their minds — Eckert leaves the tape 
recorder with them for a few days as 
a sales clincher. In the five instances 
he has used this method during his 
first two months selling tape trans- 
cribers, he completed four of the sales. 
His confidence in the sales technique 
of demonstration is such that he ex- 
pects the machine to sell itself to the 
customer in the near future. 


DR. LAPP... 

(Continued from page 23) 
once a year for a physical check-up. 
Traveling as a salesman requires a 
great deal of physical energy and you 
can't afford not to have the assurance 
that you are physically fit. 

48. Have your teeth checked and 
cleaned at least once a year. 

49. Be interested in some hobby, 

but don’t let your hobby interfere with 
your selling effort. 
_ 50. Check your clothes, or better 
still have some friend check your attire 
as to its suitability, particularly in re- 
gard to the buyers you call on. 

51. Keep your automobile inside and 
outside clean; you never know when 
or where it can create a bad impression. 

52. Take precautions to make certain 
your samples and all other sales aids 
are presentable. 


Work on Self-Improvement 

53. Analyze your past records and 
figure why you have or have not been 
successful in selling specific buyers. 

54. Avoid irritating phrases, annoy- 
ing mannerisms and pet peeves which 
may evoke an unfavorable reaction. 

55. List all the selling points you 
can think of for every product you 
sell — not just product features but 
statements indicating why the feature 
will benefit the buyer. 

56. Carry an idea pad or folder with 
you and whenever you get an idea jot 
it down for future reference. 

57. Listen to your sales manager and 
his viewpoints. Try to prove him right 
rather than wrong, especially in your 
relationship with prospects and cus- 
tomers. 
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MAX 


NUMBERING 
MACHINES! 


All MAX Hand Num. 
bering Machines feg- 
ture a heavy duty steel 
frame, beautifully 
finished in lifetime 
chrome or baked 
enamel and a dur- 
able handle @of 
smooth bakelite 
Guarantees are un- 
conditional om 
workmanship and 
defects within ] 
year. We offer @ 
factory exchange 
service at $5.00 on 
all our hand-num- 
bering machines. 







List 
MAX Std. 6-digit Auto. 15.00 
MAX Lever act’on 6-digit 15.00 
MAX Mighty Midget 4-digit 12.95 

Write for distributors discounts. 
All products guaranteed. 

Write to 
John W. Roby Co. 

Dept. B, 


458 W. Michigan St. 


Seattle 6, Wash. 
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» Go Into Your Own 


Wholesale Business 


FULL OR SPARE TIME 





@ Here is an exceptional opportunity in a 
highly profitable distributing business of your 
own. No house-to-house or selling to your 
friends. We are a 26-year old Greeting Card 
Publisher with a tremendously successful line 
We 
to become our distributors in their own com- 
No experience necessary as we show 
you everything. You operate from your own 
home and simply weekly service calls 
keeping stores supplied with well-known 
selling cards, Your mark-up is 66-2/3% 
and you can get started for as little as $95.9! 
for your initial merchandise. Start now to eam 
an unusually high income in your spare time 
Build up to a full-time repeat business with 4 
big future. Hundreds of our distributors are 
doing just that. Send for full particulars with 
no obligation, 


want only 
munity. 
make 


our 
fast 


reliable, dependable individuals 


TR 


——~an i 








Lael — 
ren‘s 
NOVO, Inc. wea f 
Dept. MS-3, 1166 Milwaukee Ave., _— 
tharles 
Chicago 22, IIl. Bridge 
f carc 
; d ppecial 
I a us. Suc 
ADDRESS 
+ (ee | my ee - 
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within ] In this clip the ends of the wire run all the 
Je offer @ 














































exchange (EWE IEETs top of alin an thet (heecne ‘ 
at $5.00 on « ‘ thi \ + ih Chl so tnat they orb ebele) Mma tg 
hand-num- , ass 
machines Or Cig into the papers to which the clip is attached. 


y surface is considerably increased. The 
ium §6=6square head and V shaped loops reduce the tendenc C 
15.00 
15.00 
12.95 


punts. 


: NOESTING PIN TICKET .CO. INC. 
“Millions Daily” 
Cc MAIN OFFICE AND FACTORY BRANCH FACTORY 
f \O. Bess 1815 WEST 74th STREET 
NEW YORK 54, N. Y. CHICAGO 36, ILL. 
tle 6, Wash. 
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Next time a customer asks you to suggest a 


TRY THESE UNIQUE GAMES YOURSELF! cell him famous DELBRIDGE Payroll Chara 


Customers like the way these charts let them 
whiz through the job of Sous weekly pe ayrolls. 
Comparison tests prove the DELBRIDGE way is 


24% faster than any machine... 68% faster than 
hand figuring . ..and most of all, ‘far more accurate! 





at the New York Gift Show, Room 628 HOURLY PAY RATES FROM 50¢ TO $5.00! 


February 24 

) y 24 to March 1, Hotel New Yorker | Charts cover hourly pay rates from 50¢ to $5.00 
im tO in }4¢ steps. — time periods from (A - 
ireeting Card ar : to 100 hrs. in 4 hr. steps—overtime 4 hr 
ecessful line 20 hrs. in 4 hr. intervals. (2 and Mo 
le individuals calculations also shown. Each chart gives whole 


ir own = cent rate on front, 4¢ rate on reverse side. 
as we snow 


m your own 
service calls 
r well-known 
) is 66-2/3% 
ttle as $95.91 
now to eam 
r spare time 
siness with @ 
stributors are 
rticulars with 


rtunity in a 
ness of your 








FIT EVERY PAYROLL REQUIREMENT! 





Charts fit every payroll requirement—customer 
buys just the rates he needs. Pre-calculated 
answers eliminate computation errors. So simple, 
so easy, anyone can use them. 





NO STOCKING, NO INVENTORY, IMMEDIATE DELIVERY! 




















There’s no stocking or inventory problem with 


mana : DELBRIDGE Payroll Charts. Just send us your 
poren’s Ideal Bridge Unique Solo Play Game Board Set Unique orders, we'll ship the charts immediately! 
dea for Bridge players! A idea for playing Solitaire over 75 | . 

a ow Mg "a skill content ways! ae aa with Styrofoam For sample charts and prices plus information 
4 ‘ oren, amous ame board, cards and book of neue 
Bridge expert. Includes 2 decks Satructions Suggested retail, $3.95. about other DELBRIDGE ae tables 
f cards, Play-Of-Hands book for business and industry, write . 
pecial score pad, sorting sty- Send for catalog illustrating 

cclgeads ~~ BS, Suggested retail, $5.95 the complete Kingsbridge game 


and gift accessories I:ne. 


ceenees Serving Banking Institutions & Industry Since 1890 
P Martie PLAYING CARD CO., INC. 2502 Sutton Avenue St. Lovis 17, Missouri 


45 W. 25th St., New York, N. Y. 


DELBRIDGE Calculating Systems, Inc. 
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CLASSIFIED ADVERTISEMENTS 


Deadline for classified advertisements is the fifteenth ~.. oe 2nd month 
preceding the month in which the magazine is issued. RA 
Minimum Order: $4.50. Names and address are to be paket in the count. 
Initials or sets of figures are to be counted as one word. 


S: 20c a word. 











HELP WANTED 





MANUFACTURER'S REPRESENTATIVE 
wanted to represent nationally sold pat- 
ented zipper ring binders, portfolios, and 
brief bags. Exclusive territories avail- 
able. Commission. Give details. Reuben 
Co., Box 31, 555 W. Jackson Blvd., Chi- 
cago 6, Ill. t-f 





STORE MANAGER WANTED 
Office Supply, Equipment, and machines 
store has opening for experienced man- 
ager with orem background in field and 
with printing. This is a combination op- 
eration of Printing and Office Supplies 
owned by newspaper. Permanent. Oppor- 
tunity unlimited for proven executive. 
John T. Gibson, Democrat Office Sup- 
plies, Greenville, Mississippi. 3-57 





Representatives wanted. Prime manufac- 
turer of ball point pens and refills wants 
representative for complete new line of 
writing instruments suitable for the sta- 
tionery and department store trade. Kind- 
ly give complete details in first letter re- 
garding territory, trade selling to, lines 
now handled, references, etc. Box 121, 
Modern’ Stationer. 405 East Superior 
Street, Duluth 2, Minnesota. 3-57 





Representatives wanted. Manufacturers of 
a new and original word game wants 
representatives to the retail trade. Please 
give all details regarding territory, trade 
selling to and references. Box 120. Mod- 
ern Stationer, 405 East Superior Street. 
Duluth 2, Minnesota. 3-57 





Vasari seeks additional top notch rep- 
resentatives. If you call upon stores carry- 
ing Studio cards, and want a popular 
fast selling line, write sending full in- 
formation, references and particulars, to 
VASARI, INC., 130 West 20th St., New 
York 11, N. Y. 3-57 


ACHS 


“Common Sense” 


EXPENSE BOOKS & SHEETS 


BEACH PUBLISHING CO. 
19829 W. McNichols, Detroit 19, Mich. 
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TICKET PUNCHES 


FOR EVERY PURPOSE 
Notching - Punching - Counting 


The Hogéson & Pettis Mié, Co. 


141T Brewery St., New Haven, Conn. 
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W-2 Business NOW Quick Results 


Write for samples, details. 
orders. We do everything else under your 
name. Excellent profits. 


All revised °57 forms ready now 


APEX BUSINESS SYSTEMS 


Dept. MS, 540 Pearl St., N.Y. 7 BE 3-7133 


You accept 
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LEADING MANUFACTURER WANTS 
MFG. REPRESENTATIVES NOW SELL- 
ING TO STATIONERS. to sell Inked Rib- 
bons, Carbon Papers and Duplicating a 
plies Wholesale on STRAIGHT COMMIS- 
SION BASIS. Line is complete and com- 
petitively priced and we offer the dealers 
our brands and/or their imprints! Exvan- 
sion of operations makes this opportun- 
ity available to the right man in his 
territory! WRITE ONLY IF YOU ARE 
READY AND INTERESTED to Box 122, 
Modern Stationer, 405 East Superior 
Street, Duluth 2, Minnesota. 3-57 





SEVERAL TERRITORIES OPEN — 
Wonderful repeat side-line for Manufact- 
urers’ Agent calling on stores and shops 
handling Party Games. Attractively de- 
signed and boxed Bridal and Baby Show- 
er Games, fill the increasing demand for 
something “new and different’! Quality 
item for quality shops. Special Game 
Company, Box 152 Asher Station, Little 
Rock, Ark. 3-57 





SALESMEN to sell Christmas card close- 
outs, everday greeting cards and place 
albums. Williams Paper Company, 19 
Hudson Street, New York 13. 5-57 


GREETING CARD SALESMEN 
Part Time 
Major N. Y. mfgr, est. 50 years desires 
to expand present distr. Can use sales- 
men now calling on small 5 & 10c variety 
stores, drug chains, dept. stores and other 
retail outiets, to handle Christmas and 
other seasons in various territories on 
nat’l. basis. Sidelines acceptable. Good 
comm. — full protection. rite stating 
experience and territory covered. Julius 
Pollak & Sons, Inc., P.O. Box 231, L.1.C., 
=. 3-57 








Representation Wanted for dynamically 
new low priced Whiteboard Sales Charts, 
etc. Big potential, excellent commission. 
Advance Press, 32 E. Lake; Addison, IIl. 





Manager for exclusive office supply store 
in Southern town 15,000. Need worker 
who can sell and manage. Will consider 
selling half or whole interest. Write Box 
125, Modern Stationer, 405 East Superior 
Street, Duluth 2, Minnesota. 3-57 





Well established greeting card manu- 
facturer now opening sale of box assort- 
ments to store trade. Salesmen now 
covering trade including department, gift 
and stationery stores who can do justice 
to an additional line. Please reply in 
detail as to territory and background. 
Commission. Write Box 127, odern 
Stationer, 405 East Superior Street, 
Duluth 2, Minesota. 3-57 





POSITION WANTED 





Established distributor of Stationery and 
Gift items, Pennsylvania to North Caro- 
lina, four salesmen; can handle one major 
line on representative basis. Box . 
Modern Stationer, 405 East Superior 
Street, Duluth 2, Minnesota. 3-57 





Young man with retail sales and manager- 
ial background seeks position in Station- 
ery and Office Supplies line. Metropoli- 
tan New York area preferred. Box 124, 
Modern Stationer, 405 East Superior 
Street, Duluth 2, Minnesota. 3-57 





FOR SALE 





POST CARDS PACKAGED $1.00. 54 US. 
CAPITOLS, possessions, United Nations 
or 54 Cuties-Comics. 20 packs $13.00; 40 
eg $22.00. Mayrose Co., Linden - 

ew Jersey. 3-57 





Mar. 4-9 — Wholeale Stationer’s As. 
sociation Annual Trade Show and Con. 
vention, New York Trade Show Build. 
ing and Commodore Hotel, New York 
City. 

Mar. 5 — Mardi Gras (Shrove Tuesday) 

Mar. 8 — World Day of Prayer 

Mar. 10-16 — Girl Scout Week. 

Mar. 17-20 — China, Glass, Gift, Sta- 
tioner and Housewares Show, Radisson 
Hotel, Minneapolis. 

Mar. 27-31 — National Office Furni- 
ture Association Convention and Ex. 
hibit, Hotel Jung and Municipal Audi- 
torium, New Orleans. 

Apr. 1-30 — National Hobby month. 

Apr. 1-7 — National Boy's Club Week 

Apr. 6 — Army Day 

April 8, 9 — NSOEA Region 9 Meeting. 
Shamrock Hotel, Houston, Texas. 

Apr. 8-11 — Packaging Week 

Apr. 8-15 — National Model Building 
Week 

April 11-13 — NSOEA Region 5 Meet- 
ing, Hotel Cleveland, Cleveland, Ohio. 

Apr. 14 — Pan American Day 

Apr. 14 — Palm Sunday 

April 16-23 — National Do-it-yourself 
Week. 

April 19 — Good Friday. 

April 21 — Easter Sunday. 

April 21-27 — National Secretaries Week. 

Apr. 24-30 — National Photography 
Week 

April 25-27 — NSOEA Region 4 Meet- 
ing, Vinoy Park Hotel, St. Petersburg. 
Fla. 

April 28-May 4 — Brand Names Week. 

April 29, 30 — NSOEA Region 8 Meet- 
ing, Chase Hotel, St. Louis, Mo. 

May 5-11 — Goodwill Week. 

May 5-12 — National Family Week. 

May 6, 7 — NSOEA Region 6 Meeting. 
Faust Hotel, Rockford, Ill. 

May 10, 11 — NSOEA Region 10 Meet. 
ing, Hotel Ben Lomond, Ogden, Utah. 

May 11-18 — National Luggage & 
Leather Goods Week. 

May 12 — Mother's Day. 

May 13, 14 — NSOEA Region 14 Meet- 
ing, Lafayette Hotel, Long Beach, Calif. 

May 15-21 — World Trade Week. 

May 18 — Armed Forces Day. 

May 18-20 — New York Office Furni- 
ture Show, New York Trade Show Build- 
ing. 

May 19-24 — New York Stationery 
Show, Hotel New Yorker, New York. 
May 20, 21 — NSOEA Region 11 Meet 
ing Hotel Winthrop, Tacoma, Wash. 
May 27, 28 — NSOEA Region 12 Meet 
ing, Hotel Awahnee, Yosemite, Calif. 
June 3, 4 — NSOEA Region 7 Meeting. 

Hotel Savery, Des Moines, Iowa. 
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ADVERTISED PRODUCTS 


101 
102 
103 
104 
105 
gn 106 


107 


21 
22 


id 


Ace Fastener Corp. 
equipment. 

Apex Business Systems — W-2 
business forms. 


Angler’s Products Co. — magazine 
binder covers. 


Atlantic Playing Card Co., Inc. — 
games. 


Avery Adhesive Label Corp. — 
labels. 


Barber-Colman Co. — 
eraser. 


Baumgarten, 
napkins. 


Beach Publishing Co. — expense 
books and sheets, 


Butler Fixture Co. — store fixtures. 


C-Thru Ruler Co. — rulers, tri- 
angles, etc. 


Colonial Candle Co. — candles. 


Consolidated Business Systems, Inc. 
— business forms. 


Craftint Mfg. Co., The — artists 
supplies. 
Cross, A. T., Co. — pens, pencils. 


Delbridge Calculating Systems, Inc. 
— payroll charts. 


Dennison Mfg. Co. — crepe papers. 


Durand Mfg. Co. — diaries and 
autograph books. 


Eaton Paper Corp. — record books. 
Faber, Eberhard, Pencil Co. — 
pencils. 

Force, Wm. A., & Co., Inc. — 
numbering machine. 

Fritz-Cross Co., The—office chairs. 


Gibson, Cc. R., and Co. = record 
books. 


— stapling 


electric 


Fred — Silk-Effect 


Globe-Wernicke Co., The — office 
desks. 


Heines Publishing Co. — party ac- 
cessories. 


Simply circle the num- 
ber of the product or 
service you would like 
to know more about 
and drop this card in 
a convenient mailbox. 
No postage is needed. 


thes 


125 Hoggson & Pettis Mfg. Co., The — 


ticket punches. 


126 Hunt, C. Howard, Pen Co. — pencil 


sharpener. 


127 Indiana Cash Drawer Co. — cash 


drawer. 


128 Keith Clark, Inc. — calendars. 
129 Kem Plastic Playing Cards, Inc. — 


playing cards. 


130 Ketcham & McDougall, Inc. — 


magnetic pencil. 


131 Koh-l-Noor Pencil Co. — ball point 


pencil, 


132 Kol, Inc. — office stands. 
133 Little, George F., Management — 


New York Stationery Show. 


134 May, The J. L., Co., Inc. — tags, 


tickets, labels, seals. 


135 Melind, Louis, Co. — stamp pads. 
136 Melind, Louis, Co. — rubber bands. 
137 Merriam, G. & C., Co.—dictionary. 
138 Modern Specialties Co. — carton 


openers, string cutters. 


139 Montag. Bros., Inc. —— boxed sta- 


tionery. 


140 Morris, Bert M., Co. — desk ac- 


141 New England Paper Punch Co. — 


punches. 


142 Noesting Pin Ticket Co., Inc. — 


paper clip. 


143 Norcross, Inc. — greeting cards. 
144 Northwest Metal Products Co. — 


desks, files. 


145 Novo, Inc. — business opportunity. 
146 Paper Art Co., Inc. — party ac- 


147 Print-O-Matic Co., Inc. — stencil 


duplicating compound. 


148 H-O-N Co. — bookcases. 
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Redi-Record Products Co. — desk 
accessories, 


Regency Thermographers — helio- 
graved stationery. 

Roberts, Weldon, Rubber Co. — 
erasers. 


Roby, John W., Co. — numbering 
machine. 


Saxon Paper Corp. — typewriter 
papers. 


Seneca Novelty Co., Inc. — rulers, 
yardsticks. 


Smith, E. Errett, Inc. — pen set, 
boxed notes, 

Stewart, R. A., end Co., Inc. — 
marking devices. 
Strathmore Co., 
slate. 


Testrite Instrument Co. — magni- 
fiers. 


The — magic 


Toy Mfrs. of U.S.A., Inc. — Toy 
Fair. 


Union Rubber & Asbestos Co. — 
paper cement. 
Van Valkenburg, L. D., Co.—clips. 


Victory Mfg. Corp. — games ond 
accessories. 


White & Wyckoff Mfg. Co. — 
Christmas cards. 


World Publishing Co. — dictionary. 


Write, Inc., — carbon papers, 
typewriter ribbons. 


Cram, George F. Co., The — 
globes, atlas. 


Dearborn Glass Co. — office desks. 
Ever Ready Calendar Mfg. Co. — 
desk calendars. 

Minnesota Mining & Mfg. Co. — 
merchandising contest. 


Dixon, Joseph, Crucible Co. — 
pencils. 





Business Name 





* Please send information on items circled below: 


New Products: 1 2 3 
10 11 12 13 14 
21 22 23 24 25 


Yours For The Asking: A B C D E 


Advertised Products: 101 102 
108 109 110 111 
117 118 119 120 
126 127 128 129 
135 136 137 138 
144 145 146 147 
153 154 155 156 
162 163 164 165 


4 
15 
26 


103 
112 
121 
130 
139 
148 
157 
166 


104 105 
113 114 
122 123 
131 132 
140 141 
149 150 
158 159 
167 168 


* Note: Inquiries for items not serviced beyond June 15, 1957. 





Drafting Instrument — accurote 


perallel lines and precision cross- 
hatching. 


Telephone Pen Set — set is in 
same moterial and shades as new 
color phones. 


Typewriter Desk — double pedestal 
— with elevator typewriter de- 
vice. 


Textile Paint — print or paint 
wash-fast decorations on eny tex- 
tile fabrics. 


Note and Bill Clip — can be used 
ag desk or fastened on the 
well, 


New Typewriter — “’800” line fea- 
tures twenty-one color combina- 
tions. 


Calculation Book — elementary aid 
to arithmetical skill for employees. 


Vertical Numbering Machine — 
for use in vertical terminal digit 
indexing. 


Cheir Caster — stem-and-plate 
model designed for replacement in 
wood chairs. 


Self-Indexer — allows any card in 
— to become an index guide 
card. 


Record Case — ten and twelve-inch 
cases in sand, cinnamon or grey 
linen finish. 

Ten Key Adding Machine — newly 
designed keyboard features greater 
operating simplicity. 


Pen Display — Pennant display is 
three-dimensional counter and wall 


NEW PRODUCTS 


Combinction Safes — two-in-one 
unit has money safe and record 
storage. 


Shop Desk — lock-equipped stor- 
ege section and sloping writing top. 


Pen Sets — gleaming aluminum 
base in gold or silver, and anodized. 


Electric Stapler — completely auto- 
matic mochine works on solenoid 
principle. 


Easel Loose Leaf Binder — props 
up at a desired reading angle auto- 
matically. 


Typewriter Display — 
seems to float in mid-air. 


portable 


Photocopying Machine — an ex- 
act copy of written or printed ma- 
terial in 30 seconds, 


Eraser Display Cabinet — oak fix- 
ture has plexi-glass cover for self- 
selection. 


Perimeter Lounge Seati 





for lobbies, offices and reception 
rooms, 


Hand Cleaner — removes stains on 
hands from duplicating inks. 


Baby Book — enables parents to 
prepare a documented report on 
the day of birth. 


Automatic Collator — machine 
gathers, jogs, counts, staples and 
stocks, 


Binocular Magnifier—greatly mag- © 


nified vision in third dimension. 


Candle Holders — brass holders for 
use with unconventional size can- 
dies. 


Name Plates — easy insertion of 
names and titles in the holders. 


Microfilm Camera — photographs 
both sides of a document simul- 
taneously. 


Easter Cutouts — two different as- 
sortments of Easter cutouts. 


YOURS FOR THE ASKING 


A Complete Color Charts — Eberhard 


Faber 44 page catalog shows over 
500 items with color charts of all 
color pencils and Nupastels. 


Eraser Catclog — more than 100 
types, sizes and assortments are list- 
ed in this Weldon Roberts catalog. 


Dictionary Sales Promotion — Avail- 
able from the G. & C. Merriam Com- 
pony, the material is aimed at pro- 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 
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moting dictionary sales to business 
firms. 


Pencil Catalog — this 40 page four- 
color catalog showing the pencil 
products of the Joseph Dixon Cruci- 
ble Company is double indexed. 


Monthly News Bulletin — specials 
from the line of the C-Thru Ruler 


Company, as well as new products 4 


ond display news will be shown. 


To obtain additional 
information on new 
products, literature or 
advertised products 
described in this issue 
use this card, which is 
provided for your con- 
venience. 














Sell EATON’S 


Nasecon AT-A-GLANCE Record Books 


—they meet your customers needs 


Customers return again and again for their favorite Nascon At-A-Glance Products. And 
there are always new items in Eaton’s Nascon line to meet your customers’ expanding needs. 


2 NEWsworthy Nascon Items— 




















4 DAYS AT-A-GLANCE. Day and date.. SCHOOL RECORD AT-A-GLANCE. Proud 

generous notation space. Half of Sunday parents’ delight. Pages planned and printed 

page is lined memo section. Wire-O bound for various school records, events, mounting 

to lie flat. Cushion edge, simulated leather. of photos. Pockets for grade records from 
kindergarten to college. 





2 Nascon Best-Seller Staples— 
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MONTH-AT-A-GLANCE. Each two-page WEEK-AT-A-GLANCE. Shows full week of 
spread allows for full month of daily nota- engagements, current and following months’ 
tions, includes calendars for 5 subsequent calendars on double page spread. Indexed 
months. Perforated memo section for de- address section, 3-year calendars. Simulated 
tailed notes. Simulated and genuine leathers. and genuine leathers. Also Jr. pocket size. 


Write for Catalog 


EATON’S NASCON AT-A-GLANCE PRODUCTS 


anufactured by Nascon Products Division +» EATON PAPER CORPORATION, PITTSFIELD, MASSACHUSETTS 


- - - for more details circle 118 on page 63 





Dependable — Trouble-free! 


Tot wey 


_ PAPER PUNCHING 
i) A 


For 3-ring binders, 11” x 
8%” sheets. Punches all 3 
holes at a single squeeze, 
4%" on center, 8%” overall. 
No gauges to set — no 
places to mark. Punches 
sheets instantly, all 3 holes 
at one time. Handy — fits 
brief case or desk drawer. 
Weighs less than 20 ounces. 


CLIX MODEL NO. 3 LIST $4.00 each 

















2 or 3 HOLES Punches 2 hole sheets or 3 
L } > 4 hole sheets as required. Ad- 
ee justs instantly, simply by 
Z : ; snapping button . . 
D re] U BR L E - : ; right for 2 holes, to left for 
; 3 holes. Takes sheets from 


DUTY Sh RRR Site 6” to 12” long. Gauge- 
: ' * marked in 1” graduations. 
For 3 holes, details same as 
PUNCH . Model 3 above. 2-hole 
= — punching, 234” apart on 

centers. 


CLIX MODEL NO. 32 
LIST $6.50 each 





to L 1 > 4 Punches 2 holes spaced 234” on centers at 
- a single squeeze in paper sheets ranging 
y | ae AF o L E from 5 inches to 12 inches in size. Simple 
77 gauge adjusts instantly to any size sheet 
Pp UNC He up to 12” in half-inch graduations. Weighs 
’ less than 10 ounces. Red base plate and 

hammertone gray cover. 


> CLIX MODEL NO. 2 LIST $2.50 each 


= 


CLIX 
7-HOLE | 
p U nc HW ae Rei ll 


CLIX 7-HOLE PUNCH FOR 7-RING BINDERS 
Same size, same precision action, as 3-hole punch, but punches all seven holes in 3-1-3 order, 
standard spacing for 11” x 8)4” sheets, at a single stroke. ¢€41% MODEL NO. 7 LIST $7.50 each 


- ~ - for more details circle 141 on page 
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